eee ee 
eo 


PS ee So Gag Age ae 


4 


Advertising Age 


Entered as second-class matter Jan. 6, 1932, a: the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1955, by Advertising Publications, Inc. 


ee, so THE ONATIONAD NEWOPADGR OF MARKETING &. gg es 


NETWORK RADIO (EVENING) 
2TV NETWORKS(EVENING) 


Percentage Changes in Media Rates: 1953-1955 


IS% 0% 5%-¢0>+5% 0% 15% 20% 25% 30% 35% 40% 45% 


50 BUSINESS PAPERS 
65 DAILY NEWSPAPERS 
47 SUNDAY NEWSPAPERS 
44 MAGAZINES 

6 FARM MAGAZINES 
OUTDOOR 

CAR CARDS 


SK KO 
ON OS one 


137 TV STATIONS 


44%| 
25% 


Ad Costs Still Climb; 
Up 5% More Since ‘53 


AA's 5th Postwar Study Shows Pressure on Admen for 
Better Ads as Rate and Per-1,000 Costs Keep Rising 


By Milton Moskowitz 


New York, June 7—Rising costs 
are sapping the purchasing power 
of the advertising dollar. 

An extensive study of costs—the 
fifth made by ADVERTISING AGE 
since World War IIl—amplifies a 
popular lament: a dollar ain’t a 
dollar any more. 

During the past two years the 
costs of advertising have increased 
on every front. They have gone 
up absolutely: A page of space or 
a minute of television time costs 
more. And they have gone up rel- 
atively: A dollar buys less circu- 
lation. 

AA estimates that the 1955 na- 


P&G Cuts Daytime 
Radio Shows on 
CBS and NBC 


New York, June 9—Procter & 
Gamble is slashing its network ra- 
dio budget. Five daytime serials— 
two from NBC and three from 
CBS—will be dropped out of the 
lineup as of July 1. 

Under the realignment the king 


of the soapers will have two titles 


going on NBC and five on CBS. 
Columbia, which also lost P&G as 
sponsor of the news strip of the 
“Wendy Warren Show” (Hazel 
Bishop Inc. picked it up immediate- 
ly), keeps “Perry Mason,” “Guid- 
ing Light,” “Ma Perkins,” “Road 
of Life” and “Our Gal Sunday.” 
CBS will fade “Rosemary” but 


will keep “Young Dr. Malone” and | 


“Brighter Day” in hopes of signing 
a new backer. Cancelled on NBC 
were “Backstage Wife” and “The 
Woman in My House.” Their time 
spots will be filled by P&G’s two 


tional advertiser must spend 5% 
more dollars to reach the same 
number of persons he did in 1953. 

However, it should be kept in 
mind that the persons being 
reached for this ad dollar also are 
somewhat better heeled, according 
to Department of Commerce fig- 
ures. For example, while ad and 
other costs have been rising since 
1953, total disposable personal in- 
come also has increased—from 
$248 billion in ’53 to $253.8 billion 
at the start of 1955. 

The changes in costs between 
1953 and 1955 have been traced 
by AA in each of the major media. 


® Specifically, the analysis re- 
veals that at the start of 1955 the 
advertiser faced this cost picture: 

1. The cost of reaching 1,000 
newspaper readers in 25 major 
cities had jumped 4% since 1953. 

2. Cost-per-1,000 in Sunday 
newspapers had gone up by 6%. 

3. The cost of reaching 1,000 
readers of 44 leading consumer 
magazines had increased 3% in 
the past two years. 

4. In network television, cost- 
per-1,000 was up slightly be- 
|cause of tremendous increases 
in talent and production costs. 
Spot tv’s cost-per-1,000 is down. 

5. Network radio’s cost-per- 
listener had increased significant- 
ly—by 10% since 1953. Spot radio’s 
cost is also up, but not so much. 

6. The cost of reaching business 
paper readers had increased 4%. 

7. Cost-per-1,000 of leading farm 
magazines was up 1.5%. 

8. Outdoor costs had risen 10% 
since 1953, but cost-per-1,000 ap- 
| peared to be unaffected. 

9. Cost-per-1,000 in car card ad- 
_ vertising had moved up a whop- 
| ping 16% in two years. 

10. Direct mail, art and produc- 
tion costs continued to inch for- 
ward. 


other NBC P&G daytime strips—| 

“Pepper Young’s Family” and) ® In reading the detailed analyses 
“Right to Happiness,” which move | which follow for each medium, 
from earlier periods. two general background points 

A spokesman for P&G said ime should be kept in mind: 

funds freed by this cutback would; 1. Over a longer period, say 10 
go to meet increased tv peratt by? 15 years, advertising’s cost-per- 
Time costs are going up as new/ 1,000 has remained remarkably 


(Continued on Page 68) (Continued on Page 25) 


Auto Industry 
Risks Anti-Trust 
Charges: Barnes 


WASHINGTON, June 7—Anti-trust 
Chief Stanley N. Barnes revealed 
today that he has been marking 
time on persistent complaints of 
price rigging by groups of local 
automobile dealers. 

He told a Senate judiciary sub- 
committee that there are at least 
five kinds of anti-trust issues cur- 
rently under investigation in the 
automobile industry. 

Two of the areas of investigation 
involve dealers. In some instances, 
he said, dealers have attempted to 
force newspapers and other media 
to refuse ads placed by “bootleg- 
gers.” He said these efforts appear 
to have boomeranged and have 
resulted in private damage suits. 


® The more common complaint, he 
said, involves charges that local 
dealer groups, in more than one 
community, have been conspiring 
to fix or pack prices of new auto- 
mobiles. 

He admitted he “has been slow 
to act” on these complaints “be- 
cause of the disparity of economic 
power between the manufacturer 
and dealer in automobiles.” 

He added that he was taking this 
opportunity to warn that the gov- 
ernment will prosecute local dealer 
associations which continue to 


(Continued on Page 8) 


At AFA Convention... 


Anti-Trust Suit May 
Be ‘Healthy’ for Ad . 
Business: AFA Panel 


Cuicaco, June 8—Somebody 
tried to whip the Advertising 
Federation of America into a lather 
over the current anti-trust threat 
to the U. S. agency and media 
structure—but it didn’t work. 

The panel of admen to whom the 
question was posed failed to be- 
come disturbed—some even 
thought the government’s anti- 
trust suit might be “healthy” for 
the ad business—and the attitude 
seemed to represent the rest of the 
1,000 delegates to the 5lst annual 
AFA convention here. 

Such all-industry “threats” as 
the Suit or the Pay TV Issue held 
interest but aroused no hysteria 
whatsoever. Object of the most 
abiding concern at the convention 
—aside from sumptuous entertain- 
ments at Tam O’Shanter Country 
Club and elsewhere—was not a 
threat, but a “trend’—the highly 
stimulating fact (for admen) that 
the consumer, not the producer, is 
now unquestioned prince of the 
economic realm. 


® The anti-trust question came up 
at a heavily attended panel dis- 
cussion Tuesday on “What changes 
we can expect in advertising.” 
The participants included: Mel 
Brorby, senior v.p., Needham, Louis 
& Brorby; Leo Burnett, president, 
Leo Burnett Co.; Fairfax M. Cone, 
president, Foote, Cone & Belding; 
Earle Ludgin, chairman, Earle 
Ludgin & Co.; John B. McLaugh- 
lin, director of sales and advertis- 


(Continued on Page 65) 
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Muzzle Media's Indecent, Disloyal, 
Anti-Business Voices, Eldridge Urges 


Advertisers Have Duty 
to Use Economic Power, 
Says Campbell Exec. V. P. 


For other news and pictures of 
the AFA convention see Pages 2, 
3 and 59. 


CuiIcaco, June 8—Advertisers 
have a duty to use the economic 
power they wield to enforce stand- 
ards of decency, loyalty and atti- 
tude toward business, Clarence E. 
Eldridge, exec. v.p. of Campbell 
Soup Co., told the convention of 
the Advertising Federation of 
America today. 

“Advertisers have the right to 
decide,” Mr. Eldridge said, “on the 
basis of their own self-interest, 
what publications or other media 
they will and will not use. 

“They have the right to ask not 
merely whether the medium in 
question will sell goods, but 
whether the publication is decent 
and loyal; whether, while pocket- 
ing the advertiser’s “money and 
publishing his advertising, it is 
permitting its editorial writers or 
its columnists or commentators to 
discredit business and business 
men, and to lend insidious assist- 
ance—consciously or unconsciously 
—to those who would destroy our 
economic and social system. 

“In other words, is the effect of 
its policies or its editorials or its 
commentaries to support and 
strengthen or to undermine and 
destroy the system upon whose 
survival the advertiser himself is 
so completely dependent?” 


® Mr. Eldridge’s recommendations 
came after he read aloud passages 
from advertising for “The Game of 
Love,” “The Prodigal,” “Seventh 


(Continued on Page 4) 


New York, June 9—There’s a 
roseate haze hanging around 444 
Madison Ave., and it has a green 
and silver lining. 

Benton & Bowles, in one of the 
most spectacular new business 


Last Minute News Flashes 


Anti-Trust Defendants Chat with Justice Department the Chicago agency which held 
New York, June 10—Attorney General Herbert Brownell this | the Studebaker account since 1926. 


week indicated that, despite what the Associated Press said he said | 


Benton & Bowles Gets Studebaker, Grove’s 
Bromo-Quinine; New Billings Hit $10,500,000 


fortnights in agency memories, 
has managed to knock off some 
$11,000,000 in new billing. 

Here’s the score: 

1. This week it picked up the 
Studebaker end of the Studebak- 
/er-Packard Corp., totaling about 
| $4,500,000, effective at the end of 
| Studebaker’s model year. It suc- 
ceeded Roche, Williams & Cleary, 


2. Also this week, it added Grove 


in South Bend, the defendants in the anti-trust case against six Laboratories’ Bromo-Quinine Cold 
advertising associations had no choice but to sign a consent decree or | Tablets, an account that bills 
go to court. At least two of the defendants, however, havé appoint- | on $1,000,000. It had been han- 


ments to talk things over with the 


Department of Justice. 


Half of Account Staff Follows Airline to LEN 


New York, June 10—Although American Airlines picked Lennen | with four topnotch agencies, the 
& Newell (AA, Feb. 28) because of its background with United Air- 


craft, a number of persons who worked on the $4,500,000 account| 


when it was at Ruthrauff & Ryan are now employed by L&N. They 


include C. "L. Smith, v.p., brother of American’s president, C. R. 
Smith; Thomas J. Ross Jr. and Gail M. Raphael—v.p.s at L&N as 
they were previously at R&R. Both supervise account and creative 
ends as they did at the predecessor agency. Suren Ermoyen, who was 
art director for R&R, already has joined L&N (AA, March 18). John 
LaFarge, a copywriter on the account at R&R, likewise has made the 
switch, Ruthrauff & Ryan estimates that about half the people they 
employed on the account now are at L&N. 
(Additional News Flashes on Page 69) 


'dled by Gardner Advertising, St. 
Louis, for the past seven years. 
3. In the bag after competing 


$3,500,000 Florida Citrus Commis- 
sion account (AA, June 6) came 
back to B&B after five years’ stay 
| with J. Walter Thompson Co., and 
it came back considerably larger 
than it left, thanks to JWT’s care 
and feeding. 

4. B&B became the third agency 
in the S. C. Johnson & Son stable 
(AA, May 30), adding the Johnson 

‘Electric Polisher-Scrubber, John- 
(Continued on Page 8) 
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‘Farm Journal’ 
Is New Owner of 
‘Better Farming 


‘Country Gentleman’ 
Will Persist Only as 


a Logotype Subhead 


PHILADELPHIA, June 8—Farm 
Journal Inc. has purchased Coun- 
try Gentleman-Better Farming 
Magazine from the Curtis Publish- 
ing Co. and will begin immediate 
merger of the circulation of the lat- 
ter into those of Town Journal and 
Farm Journal. 

Even though the sale price was 
not disclosed by either side, ADVER- 
TIsING AcE learned that it is some- 
what below $9,000,000, with a good 
part down in cash. 

Beginning with Farm Journal’s 
September issue, it will be known 
as Farm Journal with “Country 
Gentleman” as a sub-title. The 
Better Farming portion of the Cur- 
tis name may be used or explained 
inside the publication, but it is 
being dropped on the cover. 

According to Audit Bureau of 
Circulations, Country Gentleman- 
Better Farming has a circulation of 
2,566,314; Farm Journal 2,870,380. 


= Instead of adding Country Gent’s 
total circulation to that of Farm 
Journal, Graham Patterson, pub- 
lisher, and Richard J. Babcock, 
president of Farm Journal Inc., 
plan to undertake the huge task 
of separating actual direct farm 
(Continued on Page 58) 


Sheraton Corp. 
Enters Closed 
Circuit TV Field 


New York, June 8—Sheraton 
Corp. of America last week 
plunged into the closed circuit tv 
field with the formation of a sub- 
sidiary, Sheraton Closed Circuit 
Television. 

The hotel chain has been 
equipped for large screen tv for 
some time, but this represents its 
first attempt to become a major 
force in the business. 


= The Sheraton subsidiary will 
be run by three former executives 
of Box Office Television, one of 
the major competitors in the 
closed circuit field. Producer 
Walter Wanger, a former member 
of BOT’s board, was named presi- 
dent of the Sheraton company. 

William Rosensohn, ex-Box Of- 
fice president, and Robert Rosen- 
crans, v.p., were named exec. v.p. 
and v.p., respectively, of the new 
company. 

In addition to seeking sales and 
business meetings, Sheraton Closed 
Circuit TV also plans to stage en- 
tertainment programs for class 
audiences and educational shows 
for specialized groups. 


faa 


In 1950, Miss Adams, also of St. 


WOMAN OF THE YEAR—Joan Gardner, promotion and publicity director 
of St. Louis Fashion Creators, takes honorary bouquet from Bea 
Adams along with the title of 1955 Advertising Woman of the Year. 


Louis, received the same award, 


which is sponsored by the AFA’s Council on Women’s Advertising 
Clubs. 


90 Days of Orange Blossoms... 


JWT’s Pitch for Single 
Agency Was Successful 
—But Not for Thompson 


For picture coverage see Page 60. 


LAKELAND, FLA., June 7—Benton 
& Bowles, winner among five agen- 
cies for the $3,500,000 Florida 
citrus account (AA, June 6), could 
find no comfort in a pre-presenta- 
tion Orlando Sentinel editorial say- 
ing the citrus commission “has al- 
lowed politics to enter into the 
business of picking an agency” and 
predicting that this time it would 
be no different. 

“Politics will make the choice, 
and later on newer politics will 


Oral Agreement Is ‘Perfectly Okay,’ 
Says B&B, Pocketing Citrus Account 


kick out whichever firm is hired,” 
the paper declared. 

Grant Advertising’s presentation 
was so crowded with ad plans that 
one spectator whispered hoarsely, 
“Looks like they did more work in 
two weeks than Thompson did in 
a year.” 

Cunningham & Walsh, which re- 
ceived no questionnaire, won a bid 
to make a pitch via a long tele- 
gram. C&W’s wire said, among 
other things, that (1) the agency 
billed $44,000,000 last year; (2) 
62% of its volume is in grocery 
store products; (3) 19% of its ac- 
ceunts bill more than $1,000,000, 
25% range from $500,000 to $1,000,- 
000, 25% are between $250,000 and 

(Continued on Page 22) 


WasHINGTON, June 7—A report 
that the Justice Department might 
be willing to compromise its anti- 
trust differences with the publish- 
ing and advertising business was 
blasted apart today when Attorney 
General Herbert Brownell issued 
a statement reiterating that there 
can be no settlement unless it is 
embodied in a consent decree. 

News wire services had carried 
a report from South Bend which 
quoted the attorney general as 
being willing to settle for some- 
thing less than a formal decree. 
The report was immediately seized 
on by Rep. Emanuel Celler (D., N. 
Y.), chairman of the House judi- 
ciary committee, who commented 
that the department seems reluct- 
ant to follow through on its prose- 
cution of newspaper cases. 


= Commenting on the report dur- 


ing a hearing of the committee, 
/'Rep. Celler said the Justice De- 
partment failed to intervene in the 


Borton Grinspan 


Busch Donaldson 


WOMEN’S AD MEETING—Mel Grinspan, chairman of the Council on 
Advertising Clubs, presided at a convention brunch sponsored by 
the AFA’s Council on Women’s Advertising Clubs. Supporting him 


were Mary E. Busch, secretary 


& treasurer, Emery Advertising, 


Baltimore, and chairman of the women’s council; Elon Borton, AFA 
president, and Ben R. Donaldson, new board chairman of the 
Advertising Federation. 


No Settlement of Anti-Trust Charges Against 
Publishers Without Consent Decree: Brownell 


merger of the Washington Post and 
Washington Times Herald, and had 
dismissed criminal charges which 
were filed against Roy Roberts, 
publisher of the Kansas City Star. 
He demanded to know whether it 
was backing down on the charges 
which had been lodged against 
ANPA, Four A’s, and other asso- 
ciations. 


® Shortly afterwards, the Justice 
Department issued a statement by 
Attorney General Brownell assert- 
ing that it has no intention of set- 
tling any pending case without a 
consent decree. “There could be 
no effective enforcement of any 
agreement unless it is made a mat- 
ter of record by entry of a consent 
decree,” the statement said. 

The issue had originally been 
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Misses Gardner, Huhta Win AFA Awards: 
Ewald and Hotchkiss Enter Hall of Fame 


Cuicaco, June 8—The highest 
award open to women in adver- 
tising went this year to one whose 
biggest contribution was carving 
for her city a niche in the world 
of fashion. 

Miss Joan Gardner, who re- 
ceived the title Sunday of “Ad- 
vertising Woman of the Year,” is 
promotion and publicity director 


AFA Meeting 


of St. Louis Fashion Creators, 
regional clothing promotion or- 
ganization. 


In presenting the award, the| ¢ ‘i 
Advertising Federation of Amer-| § 3 


ica’s Council on Women’s Adver- 
tising Clubs credited Miss Gardner 
with helping to build St. Louis 
into a “city of young fashions,” 
and with making the “made 
in St. Louis” label synonymous 
with some of the best-selling 
young fashion merchandise in 
America. 


® Miss Gardner’s career encom- 
passes retail advertising as well 
as promotion. Starting as a copy- 
writer at Stix, Baer & Fuller, St. 
Louis department store, she later 
held such posts as advertising 


manager for other. stores in Madi- 
son, Wis., and suburban New York 
City, copywriter at Gimbel Bros., 
New York, and editor of “Fashion 
League,” a Bell Syndicate fash- 
ion service to newspapers. 

A second award went yesterday 
to Judy Huhta, 18, a senior in 
South High School, Denver, for 
winning the an- 
nual AFA essay 
contest. Last year, 
_ another Denver 
girl—Janice Wil- 
limont—did the 
same thing. 

Miss Huhta has 
won a host of 
previous awards 
for her writing. 
This time, she re- 
ceived the $500 
first prize and a 
trip to the convention to read her 
essay. The subject: “How Adver- 
tising Affects Our Lives.” 

Richard E. Deems, exec. v.p. of 
Hearst Magazines and chairman 
of the AFA’s national essay con- 
test committee, made the presen- 
tation. 

Other essay winners included: 


4 


Judy Huhta 


Ruth Ann Cornish, 16-year-old 
junior at Broad Ripple High 
School, Indianapolis, who _ re- 


(Continued on Page 67) 


Geranium Advertiser 
Files Appeal Against 
5-Year Fraud Verdict 


St. Paut, June 8—Edwin A. 
Kraft, whose newspaper advertis- 
ing of geraniums brought his con- 
viction in federal court here on 
five counts of mail fraud, has filed 
notice of appeal. 

Mr. Kraft, operator of Seminole 
Gardens, Cornell, Cal., was sen- 
tenced to a $2,000 fine and five 
years in prison after being found 


guilty on the basis of testimony 
from a number of newspaper ad- 


vertising executives and sub- 
scribers to their papers. 

The ads ran a year ago in about 
100 newspapers throughout the 
country. They offered “four rare 
and beautiful geranium plants” 


RARE and BEAUTIFUL 


pone Direct from 


Great masses of brilliant red fie Vv 
prolific, will divide into dozens of new plents. om fo 


OCEAN SPRAY Glistening waxy white. Wonderful for cut 
flower arrangements and flora! backgrounds. 


These 4 carefully selected plants, which will be worth up to 
I 


raised by Richard Slocum, presi- 
dent of ANPA, who said publishers | 
would be willing to consider | 
changes in any business practices 
which might be regarded as con- 
flicting with the law as presently 
interpreted, but that they are un- 
willing to agree to a consent de- 
cree. He contended that ANPA 
would be required to agree to sign 
a decree before Justice Department 
officials would discuss any settle- 
ment of the case. 


® In the statement today, the at- 
torney general said the govern- 
ment is always willing to listen to 
defendants who say it does not 
have the correct facts, and that it 
will dismiss the case if this can be 
demonstrated. But if the alleged 
facts are proved, he said, there can 
be no settlement short of a consent 
decree. He reiterated confidence 
that the facts alleged by the gov- 
ernment in the case are complete 


$7.00 when in bloom a few s from now, will be ally 


packed & delivered postpaid for $1.00. You save up to $6. 
FREE So i '3 sce oo 


werth up te 50 cents. 
4 Plants $1.00 & Plents $1.75 12 Plants $2.50 


Send Cash, Check or Money Order to 
SEMINOLE GARDENS 
CORNELL (lL. A. County) CALIF. 


Beet. 115 


for one dollar, with a money-back 
guarantee. 

Not long after the first ads ran in 
April and May, 1954, the Post Of- 
fice Department and the papers 
that carried Mr. Kraft’s advertis- 
ing began to receive complaints 
that he had not filled orders or 
made refunds. 


that inclement California weather 
disrupted deliveries. And he argued 
that he did make some refunds. 
Much of the investigation that 
led to indictment and subsequent 
conviction of Mr. Kraft was done 


Press, which began the probe 


(Continued on Page 62) 
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® At his trial, Mr. Kraft contended | 


Chicago Trib’ 
Spurns Standard 
R.0.P. Ink Plan 


Cuicaco, June 9—Only time will 
tell how many newspapers will 
participate in the standard ink 
program for run-of-paper color 
advertising printing set up by the 
American Newspaper Publishers 
Assn. and the American Assn. of 
Advertising Agencies. 

One thing is definite, however, 
even at this early hour, before the 
program has moved into high gear. 
The Chicago Tribune, one of the 
pioneer newspapers in the r.o.p. 
color field, will not participate in 
the standardization plan. 


® At the ANPA’s annual mechani- 
cal conference yesterday, John W. 
Park= and Fred Shafer, of the 
Tribune, made it clear that the 
newspaper will not subscribe to 
the standard inks. “We feel that 


'|the Tribune can give better repro- 
'|duction to color ads with inks that 


currently are in use,” Mr. Shafer 
said. 

Later, in answer to a question 
asked by a representative of Ogil- 
vy, Benson & Mather, Mr. Park 
said the Tribune has been giving 
agencies excellent color ads and 
as long as the agencies and adver- 
tisers are satisfied, the Tribune 
would continue to use its own 
inks. The Ogilvy man replied that 
“agencies would be better off if 
all pioneers would standardize and 
use the same inks.” 

Henry Garland, Pittsburgh Post- 
Gazette, said the ANPA is unhappy 
about the Tribune’s differences of 
opinion and said the organization 
recognizes that some newspapers 
will be “out of step” with the ink 
program. However, Mr. Garland 
said, there is no cause for alarm 
because the Tribune will not par- 
ticipate and added that he was 
sure that the Tribune would con- 
tinue to produce excellent r.o.p. 
color ads. 

Mr. Park maintained that the 
Tribune was not being difficult or 
obstinate in not going along with 
the standardization. “Color is not 
new,” Mr. Park said. “As a matter 


by the St. Paul Dispatch-Pioneer | of fact, r.o.p. color started about 
(40 years ago. Our point is that the 


(Continued on Page 6) 
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RCA Never Tried to 
Buy Pay TV: Sarnoff 


NEw York, June 8—The charge 


that Radio Corp. of America sought ¢ 


to buy control of Zenith’s Phone- 
vision system is untrue, David 
Sarnoff, chairman of RCA and 
NBC, said today by way of an- 
Swer to E, F. McDonald, president 
of Zenith Radio Corp. 

“Mr. McDonald’s conduct is 
identical with the conduct of 
Thomas C. McConnell, Zenith’s 
lawyer,” Mr. Sarnoff said. “On 
May 23, Congressman Emanuel 
Cellar reprimanded McConnell for 
making misleading statements be- 
fore a congressional committee and 
described Mr. McConnell’s state- 
ments as deserving of ‘condign 
criticism for thus misleading this 
committee.’ 


# “Mr, McDonald’s irresponsible 
statement is so lacking in truth 
that he, like his lawyer, deserves 
severe criticism for his attempts 
to mislead the public, the industry 
and the government. 

“Pay television violates the 
American concept of freedom to 
listen and freedom to look. We be- 
lieve that pay television would de- 
grade and ultimately destroy the 
present system of free television. 
Our opposition to pay television is 
baséd on the fact that ‘no fee-no 
see’ television would require the 
American television audience to 
pay millions of dollars for pro- 
grams they now See free... 

“From the very first, Mr. Mc- 
Donald opposed the introduction of 
b&w television and took the posi- 
tion that free television was eco- 
nomically unsound and could nev- 
er succeed, In fact, in 1937 he 
called free television, as a new 
service to the American people, ‘a 
pig in a poke,’” Mr. Sarnoff said. 


BALABAN REPLIES TO 
SARNOFF ON PAY TV 


NEw York, June 9—Barney Bal- 
aban, president of Paramount Pic- 
tures Corp., this week offered a 
hard-hitting rebuttal to charges 
made against the motion picture 
industry by David Sarnoff, chair- 
man of Radio Corp. of America and 
the National Broadcasting Co. 

In his comments on pay-as-you- 
see-tv, Mr. Sarnoff warned that 
pay tv might mean the control of 
tv programming by motion picture 
producers, who hope for a mar- 


(Continued on Page 71) 


ay 


Fall is the time to go! 


(sail Italian Line to Europe for only 3195) 


BEMELMANS—Italian Line is using 
exclusive Ludwig Bemelmans 
drawings for its ad campaign to 
promote fall travel in the Mediter- 
ranean. Full-page ads will be 
launched in June 12 New York 
Times and Herald Tribune travel 
sections. Newspapers in other met- 
ropolitan centers will carry 600- 
line ads on the same date. The 
agency is Cunningham & Walsh, 
New York. 


de Lussigny 


Balaraman 


Miwa 


DELEGATES AT LARGE—Part of the international contin- 
gent of delegates to the AFA convention, these 
gentlemen paused for a portrait during the festivi- 
ties at Chicago’s Tam O’Shanter Country Club. They 
include: Yujiro Miwa, Marumija Co., Japan’s larg- 
est soap and cosmetics firm; Piere de Lussigny, 
European advertising manager, Reader’s Digest, 
representing the French Federation of Advertising; 
K. Balaraman, U. S. news chief for the Hindu 


‘Sell All Papers,’ 
Elsberry Advises 
Representatives 


Detroit, June 7—A proposal to 
set up a group or committee to 
sell all newspapers to national ad- 
vertisers was put before a meeting 
of the American Assn. of News- 
paper Representatives yesterday. 

The proposal was made by Paul 
V. Elsberry, Scheerer & Co., Chi- 
cago, retiring president of the 
group. 

Mr. Elsberry pointed out that 
national advertisers frequently use 
only a handful of the 1,757 news- 


papers in the U. S. As few as 75, 


to 250 papers are used on a partic- 
ular account, he said. 

“In view of the fact that most of 
these big advertisers are in a posi- 
tion to adopt the concept of pri- 
mary use of all newspapers, and 
since, to my knowledge, there is 
no organization presently selling 
the idea of all newspapers to ad- 
vertisers, it is my conviction that 
something be done,” he said. 


= “Either we recognize the need 
for action in this direction and 
set up the machinery within 
AANR to further the aim of full 
ufilization, or give wholehearted 
support to some other organiza- 
tion able to carry a _ full-scale 
program,” he continued. 

“T would like to see a committee 
appointed by the AANR president 
to review all selling presentations 

(Continued on Page 58) 


Kelley 


Saito Alonzo 


Clubs: Fusijiro 


Hibino 


/BBDO Dares All; 
\Invites Wives to 


Office for Pitch 


MINNEAPOLIS, June 8—Does 
your wife wonder what you real- 


ly do all day at the office? 


Does she think an advertising 
man’s life is just round after 


© |round of martinis quaffed in the 


M@\alluring company of beautiful 


Yoshioka 


Madras, India newspaper; H. P. Kelley, president, 
Russell T. Kelley Ltd., Hamilton, Ont., and presi- 
dent of the Canadian Federated Advertising & Sales 


Saito, managing director, Orikomi 


Kokokusha advertising agency, Tokyo; Dr. Geraldo 
Alonzo, president, Sindicato das Empresas de Pub- 
licidade Comercial de Sao Paulo, Brazil; Tsuneji 
Hibino, managing director, Dentsu Advertising Ltd., 
Tokyo, and H. Yoshioka, also of Dentsu. 


| Accents Differ, But the Game’s the Same, 


Foreign Delegates to AFA Meet Discover 


Cuicaco, June 8—They weren't; 


on the speech-making agenda at 
the Advertising Federation of 
America convention here, but 


foreign delegates nevertheless! 


made a growing impression on 
their U. S. colleagues this week. 
Aside from their frequent pres- 
ence at guests-of-honor tables, the 
15 or so foreign admen from six 


AFA Meeting 


countries were conspicuous in 
their increased numbers and in the 
devotion with which they at- 
tended—and took copious notes 
upon—each convention session. 
Less conspicuous were their polite 
but shrewd comments and compar- 
isons of U. S.-foreign advertising 
practices, some of which ADVERTIS- 
Inc AGE attempted to track down. 

Undoubtedly the most enchant- 
ing, if not scholarly, of the foreign 
delegates was a pair of youthful 
senoritas who represented the Ar- 
gentine advertising clubs. 

These were Celia Deza and El- 
vira Corpi, both 25, chic and at- 
tractive, and with the added charm 
of owning and operating their own 
advertising agency—Publicite Di- 
dac—in Rosario. Introduced to the 
convention at Tuesday’s luncheon, 
the ladies drew enthusiastic ap- 
plause, uncounted requests for a 
dance at the evening’s entertain- 
ment and (it was rumored) at 


least one offer of marriage. 


= Interviewed at the convention 
by AA’s captivated reporter, Miss 
Deza revealed that neither girl had 
any professional background be- 
fore founding the agency a year 
ago—though both had worked “for 
fun” at commercial art and in- 
terior decoration, 

“We started by decorating shop 
windows, then went inside and ar- 
ranged the displays—which star- 
tled the people of Rosario.” 

By now, Miss Deza said, the 
agency has several accounts, and 
the co-owners and their three em- 
ployes are busy from 8 a.m. to 8 
p.m. every day. They do all their 
own copy and artwork for “pub- 
licite’” in newspapers, magazines 
and radio. 

After hours, she said, the two 
girls labor three nights a week in 
an experimental theater, study 
painting and languages (each 
speaks several) and entertain with 
what time is left. 


= How did they get Didac its first 
clients? 
“When we first started, they said 


we were very young. So we did 
makeup to appear older.” Also, 
Miss Deza added, “we have many 
| friends in Buenos Aires. We went 


| to them—always straight to the di- 


rectors and important people. 
They see we’re young and want to 
(Continued on Page 14) 
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space saleswomen? 

If she does, you might try to 
convince her otherwise the way 
the Minneapolis office of Batten, 
Barton, Durstine & Osborn did. 

In what Bobb Chaney, v.p. and 
manager of the office, called an 
experiment, the agency invited 
the wives of all men working at 
the. agency to spend an afternoon 
in the offices. This way, he fig- 
ured, they could hear and see 
what their men do and meet the 
people with whom they work. 

Of the 42 BBDO wives, 30 
showed up. The others were in- 
terested, too, but they were busy 
having babies, taking the children 
to the dentist or attending sick 
relatives. 

Mr. Chaney led off by giving 
the girls the “big picture” of the 
agency, similar to the pitch 
BBDO makes to a prospective new 
client. He told them how much 
advertising the agency places, who 
its clients are, what it does to 
earn its money and how much it 
makes. 


® He also assured one worried 
visitor that the current govern- 
ment suit against agency and pub- 
lisher associations is not likely to 
upset the commission system from 
which hubby gets his pay. 

Then Phil Kobbe, v.p. and cre- 
ative director, assured the uxor- 
ial contingent that advertising 
men are not really hucksters. He 

(Continued on Page 15) 


L&M Takes Filter 
Lead from Viceroy 
in N. Y. Area: Pulse 


NEw York, June 8—Leadership 
in the filter cigaret competition 
for male smokers in the New York 
area changed hands in the last 
seven months, according to a Pulse 
Inc. survey made for WOR. 

L&M took the lead from Viceroy 
with a jump from 1.1% to 3.4%. 
The survey periods were May and 
December, 1954. Old Gold, with 
the introduction of its filter type, 
also attracted new male smokers 
during the period and Raleigh rose 
from 1.6% to 2.8%. 

Robert M. Hoffman, director of 
research and planning for the sta- 
tion, pointed out that this study 
showed little change in the size 
of the market, though the down- 
ward trend among women smokers 
has been arrested. WOR has been 
making these periodic smoking 
studies since 1950, The latest sur- 
vey covered 1,500 radio homes in 
12 metropolitan counties. 


= This is the trend in the per- 


centage of New Yorkers who 
smoke cigarets: 


May May December 

1953 1954 1954 
Men 68.5% 69.0 69.3 
Women 55.2% 50.9 51.3 


Among male smokers, Chester- 
field continued to dominate the 
market, topping the next two 
brands combined. Camel held onto 
second place, but fell from 13.2% 
to 9.6% between May and De- 
cember, 1954. 


Chesterfield lost first place posi- 


_tion among women for the first 

time since November, 1950, as Pali 

Mall moved a fraction ahead with 
(Continued on Page 62) 
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(Continued from Page 1) 


Heaven” and other theatrical pre- ercise its power of the purse to re- | 


sentations, and after a discussion 
of the aftermath of the Alger Hiss | 
case. 

Early in the address, he pointed 
out that he was speaking “only for 
myself, representing neither Camp- 
bell Soup Co. nor anyone else.” 

In doing what advertising can to) 
help raise the moral and ethical 
standards of the country, Mr. Eld- 
ridge proposed first, “We advertis- 
ing men can make sure that our 
own house is in order.” 


bell 


Muzzle Media‘s Indecent, Disloyal, 
Anti-Business Voices, Eldridge Urges 


Advertising, he said, “should ex- 


capture at the very least a veto) 
power over the kind of entertain- 
ment with which it will associate 
itself. 

“In addition to cleaning up that 
minor part of all advertising which 
is unfair, misleading, untruthful or 
otherwise unethical, 
should refuse to sponsor cheap, in- 
decent, unwholesome _ entertain- 
ment,” he declared. 


® Second, he said, advertising “can | 


it can and/§ 


tors or as directors.” 

And finally, he said, advertising 
can “throw its weight and its in- 
fluence behind those publications 
and other media of communication 


whose loyalty to the U. S. A. iS un- | 


questionable and which are fight- 
ing om the side of freedom against. 
slavery, of decency against deprav- 
ity. 

“If,” he said, “this implies a re- 
fusal to support publications or 
networks or other forces that are 
on the opposite side in this fight 
to the finish—and it does—so be it. 

“It is our right, as individuals 
and as an industry, to support those 
causes we believe in—and refuse 
to support those we do not...” 


Mir. Sindlinger’s Age Groups 


CONVENTIONAL 
THEATRES 


aw 


ee ee ee ee ee 


43.8% —_.____| 


= 


Peer 


7 >. 1% 
tori-,;: 


AGE DISTRIBUTION OF THE AVERAGE AUDIENCE 


(OVER 12 YEARS OF AGE) 


55 & OVER 


35 THROUGH 54 YEARS 


25 THROUGH 34 YEARS 


15 THROUGH 24 YEARS 


12 THROUGH 14 YEARS 


~———— — ee = = — — iH KH nr rer rr ll Or rr Oe OO me 


DRIVE-IN 
THEATRES 


Uhhh 
Ty 


\\ 


Qa 


36.9% 
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That the movies have a universal appeal, that they reach people of all ages, and have a 


tremendous impact upon those who see them, are widely known facts. But, detailed information 


about theatre audiences had been inadequate or unavailable until Mr. Sindlinger conducted a 


survey of Theatre Screen Advertising. During the survey he took particular pains to find out about 


the people he was studying: How old they were, what types of work they did, how much educa- 


tion they had, ete. 


The chart above shows what he found about the age groups which make up the average theatre 


audience — facts of particular importance to the advertising man who is having fresh, new light 


thrown on a 36-year-old medium. 


A complete breakdown of average audience characteristics (age, sex, 
education, occupation, etc.) forms an integral part of the Sindlinger Sur- 
vey of Theatre Screen Advertising. This comprehensive study was under- 
taken for the Association of Theatre Screen Advertising Companies, of 
which Alexander Film Co. is a member. For your free copy of a fact-filled, 
61-page condensation of the complete report, write the Sales Promotion 
Dept., Alexander Film Co., Colorado Springs, Colo. 


LEXANDER 
Firm Co. 


Colorado Springs, Colorado 
In Canada: Audio Pictures Ltd. 
310 Lakeshore Road, Toronto 


\refuse to hire—or permit to be| 
\hired for its account—objectionable vertise in the Daily Worker even 
characters, either as writers, as ac- | 


“Few of us, I suppose, would ad- 


if we thought advertising in that 
publication would sell our prod- 
ucts. 

“Why? For the very good reason 
that we are opposed to everything 
that the paper stands for and works 
for—and we do not propose to be 
coerced by any phony argument | 
about freedom of the press into 
lending our support, financial or 
moral, to a force which would, if 
it could, destroy us.” 


® If advertisers have the right to 
refuse to advertise in the Daily 
Worker, Mr. Eldridge asked, “Do 
we not have the identical right of 
selection and rejection—and for 
identical reasons—to refuse to sup- 
port other advertising media whose 
policies tend, in our individual 
judgments, to be destructive of our 
legitimate individual or national 
interests? 

“A publication may be as selec- 
tive and arbitrary as it chooses in 
accepting or rejecting advertising,” 
he added. “And we, as advertisers, 
have an identical right to be equai- 
ly selective and discriminating in 
our selection of the media we shall 
use and thereby support.” 

Freedom of the press, as well as 
freedom of speech, asserted Mr. 
Eldridge, “is a limited—not an ab- 
solute—right. It is a limited right, 
legally,” he said. “It is still more 
limited, practically. 

“Newspapers, magazines and 
networks are dependent for their 
very existence on the support of 
readers, listeners and advertisers. . . 
This fact is given implicit recogni- 
tion in the constant effort to find 
out what readers and listeners 
want—and to give it to them. 


= “Yet there are some publications 
and some executives of the broad- 
cast industry who seem to con- 
cede no similar right or interest to 
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advertisers. 

“They permit the use in their 
columns or over their stations of 
material clearly inimical to busi- 
ness and business men, and even to 
the economic system of which the 
advertiser is a part. 

“Sometimes this material is pub- 
lished as frankly representing the 
views of the publication, but more 
‘frequently it takes the form of 
editorial opinion expressed by some 
columnist or commentator—for 
which the newspaper or network 
|presumably assumes no responsi- 
| bility. 

“Our responsibility as advertis- 
ing men, to whom the wise expen- 
diture of billions of dollars has 
been entrusted, goes far beyond 
and is in addition to the creation 
;and placement of advertising that 
will produce immediate results for 
our clients and our companies. 

“It can conceivably, by its con- 
tribution to our American economy 
and the influence it can exert to- 
ward raising the ethical and moral 
standards of our business and pri- 
vate lives, be the most powerful 
single determinant of the future of 
our country.” 


ARB Expands Again 

American Research Bureau has 
expanded its Washington head- 
quarters in the National Press 
Bldg., more than doubling its pre- 
vious space, At the same time, 
ARB’s New York office also great- 
ly expanded its quarters. This is 
the fourth time during the past 
several years ARB has increased 
its headquarters in order to keep 
up with its growing research oper- 
ation. 


Mutual-WOR Boosts Koss 

Ernest Koss has been named di- 
rector of sales for Mutual-WOR 
Recording Studios, New York. He 
has been with the company for 
some time. 


them several advantages such 


venience for the salesman installer, 


usual dealer cooperation and 


ance. All of which adds up to a peak 
number of sign installations. This sign 
is double faced, with a courtesy mes- 
sage facing the store interior. 
use point of sale decal signs, we invite 
you to get full facts about Meyercord 


decal signs. Write us... 


Decal Signs. 


Do you have a copy 
of the MEYERCORD 


Advisor Manual? 


This valuable book on point 
of sale decal signs is yours free 
for the asking. It shows how 
large and small firms alike 
make that all-important con- 
tact at the point of sale with 
eye-arresting MEYERCORD 


company letterhead, please. 


(4... MEYERCORD 


also makes specially processed 


DECAL SIGNS 


for application to the 


OUTSIDE of Doors and Windows 


Over 200,000 of these exterior- 
mounted decal signs have been used 
by Liggett & Myers to promote their 
“L & M Filters” brand. These signs are 
specially processed by the Meyercord 
Co. for outdoor application ... to glass 
store doors and show windows. L & M 
prefer exterior decal signs because 
they feel this type of application offers 
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Kudner rolls into high for Buick 


“When you’ve got 1955’s hottest car, the third most popular car in 
America, as we have in Buick,” says Hugh Johnson, “that’s the time 
to pour on the power.” 

| | Mr. Johnson, Media Director of Kudner Agency, Inc., is shown here 

| with members of his department checking on schedules for the summer. 

“When you have the best and tell the right people about it, you can’t 

miss. That’s the reason The New York Times Magazine is high on our 

list of ‘musts’ for extra impact. 


Che New York Cimes 


 jitr_ ei 4 ae 


a ea a ae 


IVAN DIMITRI 


“It gives us extra coverage and penetration in the large New York 
metropolitan area—a tremendous market for Buick. 

‘“‘What’s more, The Times Magazine covers the families with the means 
and the taste to buy a quality car like Buick. And it reaches them in 
profitable numbers throughout the broad suburban market as well as. 
in the more concentrated city areas. 

“Yes,” concludes Mr. Johnson, “we're set for Buick’s big summer drive. 
Like variable pitch Dynaflow, we switch the pitch and we're off!” 


Delivered every week exclusively with 
The New York Times, America’s 
Biggest Sunday Advertising Medium, into 


Mayazine. — 


. 


ore 


more than 1,200,000 homes and 
stores all over the country. 
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ARF Elects Four Members | 
Four new subscribers have been | 
elected to membership in the Ad- | scriber; and Schaefer & Favre Ad- outdoor advertising company, is of- 


company, an advertising sub- 


vertising Research Foundation, vertising, New York. New York 
New York. They are Fox & Mac-| University is the second associate 
kenzie, Philadelphia agency; New academic subscriber in the founda- 
York University, associate academ- tion. The first was the University 
ic subscriber; Northrup, King & of Notre Dame. 


SOOO ILI IG IOI”, 


successful advertisers know the first way is the best way 
to sell the $471,527,000* Quad-City market 


Davenport, lowa—Rock Island, Moline and East Moline, i. 


DAVENPORT NEWSPAPERS § 


FIRST in advertising lineage FIRST in Quad-City 
in the Quad-Cities! circulation! 


FIRST in advertising lineage in ALL IOWA! 
Morning Democrat Evening Daily Times 
Sunday Democrat & Times 


Headquarters: Davenport, lowa Represented Nationally by JANN & KELLEY, INC. 
*Copr. 1955 Sales Mgmt. 
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Co., Minneapolis seed and feed) Stalcup Slates Slogan Contest 


Stalcup Inc., Kansas City, Mo., 


fering $1,000 for a slogan which it 
can use in its advertising and sales 
promotion. The contest, which 
closes July 4, is open to anyone ex- 


cept employes and relatives of 


Staleup, its representatives and 
agency. Each slogan should be sub- 
mitted on a separate sheet of pa- 
per with sender’s name, address 
and telephone number and sent to 
Contest Judge, Stalcup Inc., 3126 
Main St., Kansas City. 


Hathaway, Berkshire Merge 

Berkshire Fine Spinning Asso- 
ciates, Providence curtain maker, 
and Hathaway Mfg. Co., New York 
maker of curtain fabrics, have 
merged under the name Berkshire 
Hathaway Inc. and consolidated all 
sales operations in New York. All 
advertising for the merged compa- 
ny will be handled by Fletcher D. 
Richards Inc., New York agency 
which served Hathaway prior to 
the merger. Horton-Noyes Co., 
Providence, formerly handled ad- 
vertising for Berkshire. 


“CONTEMPLATED, we Ret 
HABIT UALLY CONS ULTED 
BY U. S. INDUSTRY FOR 

HE COMPLETE ADVANCE 
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One Reason Why 


11,322 


ADVERTISERS 
used product descriptive 


advertising in the 
1955 Annual Edition 


‘Chicago Trib’ 
Spurns Standard 
R.0.P. Ink Plan 


(Continued from Page 2) 
tide has been coming in a long 
time.” 


® During the same session, a lively 
question and answer period was 
conducted by Eldon Rohrson, Ta- 
tham-Laird, who originally was 
scheduled to speak at the afternoon 
meeting on newspaper advertising 
problems. Mr. Rohrson, who also 
is president of the Advertising 
Agency Production Men’s Club of 
Chicago, asked 13 questions pre- 
pared by members of his club. 

Mr. Rohrson asked if it is neces- 
sary to furnish new material when 
a color ad, either page or frac- 
tional, is repeated. A Miami Herald 
delegate said four-color mats are 
kept only 90 days by his newspaper 
and then destroyed. Even if his 
newspaper still had the mat, he 
would not recommend using it 
again, the Herald man said. 

Most of the delegates agreed that 
the storing of engravings and mats 
creates a huge storage problem. 
Many said they felt color mats 
should not be run twice. Many 
said that agencies should send new 
material with each new insertion, 
but they agreed that newspapers 
should notify agencies just what 
materials are needed. Mr. Rohrson | 
commented that some standard 
procedure should be set up. 


® Mr. Rohrson asked about the 
additional cost and trouble to 
agencies and advertisers for mast- 
heads and datelines in page mats. 
The great majority of delegates 


or require mastheads or datelines 
and that it was not a problem. 
Ernest Klostermann of Lake Shore 
Electrotype division of Electro- 
graphic Corp. said a survey re- 
vealed that only 60 out of 600 
newspapers require mastheads. 
Mr. Rohrson urged newspapers 
to cooperate and work closely with 
advertising agencies and said that 
such an arrangement would bene- 
fit both groups. 
newspapers set up standards for 
page sizes and column widths. He 
asked that agencies be provided 


with all data on page sizes, column 
| 


said their newspapers did not use | 


He urged that, 
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widths, rates, and other informa- 
tion that would be vital to them 
and advertisers. 


® Richard Lewis, ANPA mechani- 
cal committee manager, told the 
convention that all ink manufac- 
turers who agreed to work on the 
standard ink program have been 
provided with specifications and 
that the ink should be available 
soon. Mr. Lewis told AA that the 
ANPA-Four A’s report on the 
standard inks would be sent to 
members soon. 

Charts of the 13 standard color 
inks and many hues were displayed 
at the convention. A 20-page book- 
let, “Plant Procedures for Run-of- 
Paper Color Printing,” prepared by 
the joint committee on newspaper 
printing of the ANPA and Four 
A’s, was issued to delegates. 

Yesterday’s program began with 
a talk and demonstration on how 
to use color by O. C. Holland, In- 
terchemical Corp., New York. Mr. 
Holland, whose performance re- 
sembled that of a professional ma- 
gician, showed delegates the effect 
of light on colors and what colors 
went with what colors and why. 

Speakers at the afternoon ses- 
sion included Robert Dumke, Mil- 
waukee Journal, who spoke on 
high speed 35 mm film; Eugene 
McGuckin Jr., Duluth News-Trib- 
une & Herald, engravings from fac- 
simile; Leon Standley, Garden 
Photo-Engraving Co., Mineola, L.I., 
N. Y., user experience of Dow- 
ANPA high speed engraving; D. L. 
O’Brien Jr., Wire Coating and 
Manufacturing Co., Cleveland, 


| WCM self-banking etching process, 


and Harvey Holsapple, Kemart 
Corp., Minneapolis, and Ebbie Jen- 
nison, Minneapolis Star and Trib- 
une, Ansco-Kemart process. 


Sourla Named Ad Director 


Eugene M. Sourla has been 
named advertising director of Uti- 
ca Observer-Dispatch Inc., pub- 
lisher of the Press and Observer- 
Dispatch, Utica, N. Y. He suc- 
ceeds Harry J. Benner, who has 
retired. At the same time, Elmer 
J. Pierce, advertising manager of 
the newspapers, has announced his 
early retirement because of ill 
health. 


Gonser & Gerber Moves 


Gonser & Gerber, Chicago public 
relations and development counsel, 
has moved to offices at 38 S. Dear- 
born St., Chicago. 


| 
| 
| 
| 
| 


| 


600 W VAN BUREN 


ST+ CHICAGO 7 


| TELEPHONE STATE 2-5367 


i : a CF. 2? on. a ~ 4 oo iol "s eel — : ee mf : 5 Sk AS ee i hheias. 
o - Rie We PE TH anes . = ee . wa ~ . — Fax hy . we , 
3 z eS ee ake iy Ee: es Pe eee 
a <i Sigh Em tl ees oer BRA ase a te Gehl} eS - ei 2 a 2 SG ee acre ese 9 ARINC ‘a (SEAS PERE Dy SSO RISERS a < oP RAN ay ) Sea 
| a 
: 6 ee se 
ee + 
—_—_—_<—| . 
s “% 
4 mf ig 
- 
a re 
Ee —_ re sm 3 - 
Poe ee ne eae | sid 
wis 3 cars 7 eye er ee 4p Pee a ce ak ee si | o 
WHEN PURCHASE 1S FIRST | | - 
oe + Se ne: 
% Be a a | . 7 a 
eee oe bit: 
ie eS Zz 
ae on a % 
: aria a : 
eee aie nie 
— “s re wee 
tor ee ee o aa 
Hee an : see i= ua 
- ABLE SUPPLY SOURCES. — : 
é se a pea om ee ae Eee nes ape ne oa 
eae ; tl: Kin a oe a : 
=— eit . i | eal s Ie ant 
a ; RO , oF . ad 1 sa 
— ' a alge oo You. n 19 we VoL. T 1954 ot PO ae 
See, Sano Zito a : 
at THO tA OMAS) Miers AS) nee Gs 5 
Sz aan” AS’ a ans RE pore a EGIS ‘ if ee 
ee SO Bigs) ee FECisteR oe TER * F 
SISTER ep mER “eu (merce F 
» * "NCtion wing ; ti 
| ce Ree til N Bety fil | ail — FF ie 5 
wee — j : COMPANY ae cs iS A | sid S 
oo we : t Fé | ot - . : “fy Ss o wf ‘ | wees = or ie LY ves is eee a | 
o ey oe 8670 2670 %, 4 M ~~ 5 #o.%,° Oy ie 
to . 7 ra; 4 Ad | Se Nek BS De Se 
"Product, PROC tres Tan 4 | Es ope 4S ON Se: 
oy ae 2, i a oe] | Ntey ~KiTs a a Ee a ia ieee OE Oj =) tees 
: a ll ae Otip, 7 : } yf | eee - 4 N D aS E earnest “s 
% * ‘ OA ofee y 7 Wir ier Pe 
{ ‘ At , Ses v/s D > es OO 
a @ ae f gene ? 0 Oy eee, # <a y ree soe 
i ay Jo \ Settee seers —F 
é Be tig ‘ Sees ae : 
Bg, fitter si ae | See ig 
> Ld) ; ; ae: renee e ia 
: oan, tae i bith oe, ey 
es PA | e Jor of Pee on 80 
a ee lhe sam pasone, On aan i 
: . ee re . hg he - 44 | iv’s ine OF eceive the of every acta 9 te 
C i L be, Sia i ey | Co, «BL OFAN prodUCU” | gravin€ while F 
| PASM: a str - — — | wo tant to tr" nat a DOT tio standare® if 
“ = oe ¥ A” - —_ oe 8 * can be sure od eos faithfully: i 
> Se, - a most **P sna) co Bes 
" _ 4 te o e peproducne ° 
; io i Ss, 
5 a Foe - os -_—  # ee, . o 
=DOT @ In ; 
we fe 
s WC 2 oe: 
ies 
| ee 
“? , a n* : ag : wl . Sew oS , “ a 5 ~ 7 ae bl i 9 ‘ id ee tet eee ; ts } a fe FF es © Lone TT fag a a X Sheet. we a ‘ i Pe OG ORR SS ? iegte val * ip ea s lL ; aa ni ; b A nn 4 * Bt te 
ES feet eR Rae ee eo Rey re on” BE LOT a etn SB URS RAR aN WR dota ie ges Tene EL ek get gy be eben ey NIL, 8 
PEE ep en COCO city ER were Rar ants Ty naar emp te ae aise heen cite: Gem en Aor s tS saber a en Br Maw QC ane aa 
MB ciisad <P eh ie ME SPOOLS CAS SE etd CALA tet We eS Mts Af AOE Fe OT oe ates lee ch NS eee RAG Y hte ON TE Se Udy Cte A Biting OEM ab ee Ob be “¥ “pt Mgals BELL See WG Pee Was acs arene cle Sep). 4 PONS ae ae ee ae ee 
I Ee 6 ae ENT Tee ee ee Pe at ce eT 8? aye Pe RRs ge eg ee ne ay Oe a A ee mee mete ee LS ee Le hoe oe ek, eee een eT ie eS ee ee ee ee Mee a hs RP eT ae, ae ee ks te ye ke Rae «5: 


ee Hie PR 2 ROE TA TE CPTI 


Pb. - My: eG " 
St) Pee ae wt on 


ae a ME ae ae De Eh EARL Se Aaa Pat Le a. eam eman ws Rie 1ST EN OOS vielen LAMM pct oe Os Cs Rae EN SEO” 8 —~ 5 ES SRE RON OO DOE ves TEEN ORY 1. a0 CER es © ESE vakee see SIG ae a ; nee eh mt re =< Jw 7. he Phe 
: : z 3 "ea . 4 : PS 


eat : 
Reprinted from The N WE etseene B: 
ew York Times, Tuesd | 
ay, June 7, 1955 | A 
RRR el 


Will our immigration 
policy send 200,000 
back to the Reds ? 


To date, only 1,000 refugees from Red terror have been 


pr 
fi 

* ly 

li; 

tr 

fc 

ta 

* 
» Goin g 
granted U. S. visas. Among the 200,000 left in Germany are 


r . 
some of our most loyal and valuable allies. Unless we give to a J U N eC d 9 
them help, and fast, we may lose a critical Cold War battle Wwe | N 4 . eC e 
— warns Charles W. Thayer. For The Reds Want Them Back, 


and they have a vicious new plan for getting them! 


Seen «OC ide gets a toaster or coffee 


maker that someone saw adver- 


Linda knew you had to be tough to 
get ahead in Hollywood. But she 
didn’t know whether she was 
tough enough or not—till 


ae VAAN tised in The Saturday Evening 


Post. For it carries more than 


SOLVED-the mystery |. ' 
ef teliind bees twice aS many pages of such | 


Plenty of vitamins, steady 
warmth, extra oxygen—that used 
to be standard treatment for pre- 
mature babies. Then, after a baf- 
fling 12-year search, doctors dis- 


S355 |e appliance advertising as the 


cases of childhood blindness! 
(Article by Steven M. Spencer.) 


wurroce | oursecrer  M@Xt weekly. @Why are so many 


a advertisers wedded to the Post? 


Because they know that the 


Anonymous letters cause nervous Twenty-four hours a day, men stare 
breakdowns, divorces — sometimes at the sweeping arm in a radar- 
even suicides. Yet the writers are scope, trying to stay awake, If they 
hard to catch, and even harder to miss one blip, it could mean dis- 


. . or. . ; 
punish! Alan Hynd tells the little- aster! Don Murray, who visited one 
known truth about these criminals of our secret sites, describes the i | lO] IS W | 
and reveals the one thing you can most monotonous and most impor. 


do to make them powerless, tant duty in the Air Force. 


The Saturday Evening 1m THIS 1SSUVE 


POSYV ££) | read and believe in it more 


June 11,1955 — 15° 


seg ssn (eee than in any other weekly. It 


ABC 
NEWSSTAND 
SALES 
Jan. 1 - March 31 
196s 


gets to the heart of America. 
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Bridgeport Adclub Elects 

Jack Rozene, head of Rozene 
Advertising Agency, has been | 
elected president of the Bridge- 
port Advertising Club. Other of- 
ficers elected include Eugene Kel- 
ly, Acme Shear Co., v.p.; De- 
light Dixon, Warner Bros. Co., 
treasurer, and Arthur Tober, Strat- 
ford Secretarian Service, secre- 
tary. 


OVER 5000 MAIL ORDER FIRMS listed 
in new directory. Only complete mail- 
ing list on the market. Get your share 
of this multi-billion dollar market. 
Send $10.00 to The Gibson Co., Box 
43, Denver 1, Colorado. 


MONEY BACK GUARANTEE 


Benton & Bowles Gets Studebaker, Grove’s 


| Bromo-Quinine: New Billings Hit $10,500,00 


(Continued from Page 1) 
son’s paste wax and Johnson’s 
Jubilee kitchen wax. The esti-. 


| United Newspapers (this week). 
In light of these changes, 
seems that Atherton W. Hobler, 


_cies by the National Assn. of Man- 


0 course, 


ufacturers, whose agency was, of 
Benton & Bowles. “I 
|should never have sold the name,” 


|/Mr. Bowles angrily told an ad- 


| 


it! vertising friend. 


Still later, when Mr. Bowles 


mated $1,500,000 in billing came chairman of B&B’s executive com- | was governor of Connecticut and 


from Needham, Louis & Brorby. 


a fairly static year, and hung at 


the same $57,500,000 billings mark | 


it had racked up in 1953. How- 
ever, while 


Coal Institute, it picked up the 


mittee, 


was fairly conservative) Mr. Benton was senator from the 


when he told the Florida Citrus|state with probably more top- 
® In 1954, Benton & Bowles had Commission that the agency would | flight advertising men per square 


do “$60,000,000 
1955. 


in billings” 


in}inch of suburban soil than any 


other, the agency rather pointedly 


| Benton & Bowles has always | ran a newspaper advertisement 


vertising men. There 


losing Bituminous | been an agency of interest to ad-| showing its growth curve, with 
William prominent 


arrows indicating 


substantial International Business Benton and Chester H. Bowles where Mr. Benton and Mr. Bowles 


Machines account from the wreck- | 


made their individual millions and had sold their interests and de- 


age of Cecil & Presbrey, and it/| retired while still young men. The parted the agency. 
‘continuance of their names has} 


also added Railway Express and 


Give us Your HARD Jobs- 
Your Folded and Your Bound! 
IMPRINTING — OVERPRINTING 


Sersen's IMPRINTING, ING, ‘Hesopeske 2-2050 


CHICAGO 7 


17 N. Loomis St. 


sometimes been 


embarrassing, | # In 1954, 


there were only six 


both to the agency and to its de-| larger agencies in the U. S.—from 


parted owners. 


© Mr. Bowles, fighting what he 
‘conceived as the good fight for the 
Office of Price Administration 
when he was its director, was fre- 
quently embarrassed by the sav- 
‘age attacks levied on OPA poli-| 


a billings standpoint—than Ben- 
ton & Bowles. In 1944, there were 
12 with as much or more billing 
than its $18,000,000. The most 
spectacular years of its growth 
were 1945-50, when it grew from 
$20,000,000 to $44,000,000, due in 
part to its sensational introduction 


NEW BATTERY MOTOR IMPROVES DISPLAYS 5 WAYS 


another 
CONSOLIDATED 


first 


@ Motion lasts 50% longer. 


@ Thinner... 


Costs substantially less per unit. 


packs flatter; 


ships safer, cheaper. 


@ Carries heavier loads... 
more flexible. 


@ Works on slants or tilts. 


re 


1 
1 
1 
i 
) 
i 
) 
) 
i 
! 
) 
! 
1 
1 
1 
! 
l 
1 
! 
! 
! 
I 
| 
l 
! 
I 
| 
| 
! 
| 
I 
| 
| 
| 
1 
| 
! 
! 
! 
! 
I 
I 
I 
! 
! 
! 
\ 


ACTUAL MOTOR SIZE— 
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Developing newer, better ways to make motion 
displays is our business. This vastly superior motor 
is just one of them. For originality in design and 
construction, plus superior lithography and service, 
consult Consolidated. 


Consolidated Lithographing Corporation, Carle Place, L. |., N. Y. 


Gentlemen: I'm interested in learning how Consolidated designs 
animated displays that operate 50% longer, 50% more efficiently 
and at a substantial saving per unit. 
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of Procter & Gamble’s Tide— 
which grew to dominate the pack- 
/aged soap and cleanser field as no 
product ever had. 


Auto Industry 


Risks Anti-Trust 
Charges: Barnes 


(Continued from Page 1) 
agree among themselves upon the 
price or any element entering into 
price. 

“In line with established policy 
of this department,” he said, “pros- 
ecutions of price fixing schemes 
are on the criminal side.” 


® On the subject of “bootleg- 
ging,” he contended that “boot- 
legging’ may be harmful to au- 
thorized dealers, “but I could not 
see how it could harm the con- 
sumer. In fact, there was some rea- 
‘son to believe bootlegging repre- 
sented a healthy form of price 
competition. In any event, I saw 
no reason to approve joint action 
by private citizens against ‘boot- 
‘legging.’ 

“There is no rule in this country, 
as I see it,” the anti-trust chief 
said, “permitting business men to 
take the law into their own hands 
and organize a boycott through 
concert of action against unpopular 
competitors.” 

Among the other anti-trust is- 
sues in the auto industry, he said, 
are monopoly among manufactur- 
ers, and mergers among smaller 
producers. He said Chrysler’s re- 
covery has made the phrase “big 
three” more meaningful. But, he 
said, the department is alert for 
indications of significant change 
in the competitive picture. He said 
mergers of small companies result 
in savings and may bring about 
more effective competition. 


® He also discussed the use of ex- 
clusive contracts requiring dealers 
to carry full lines of standard re- 
placement parts. In the course of 
an investigation of Ford’s dealer 
relationships, he said, Ford had 
modified its contracts to lessen 
the burden on dealers. 

He explained that Ford argues 
that it needs assurance that deal- 
ers will adequately represent it as 
merchandisers of its parts and ac- 
cessories. He said he does not dis- 
agree with the contention, so long 
as the arrangements are sufficient- 
ly flexible so that independent 
|parts manufacturers are not cut 
off from outlets. 


_Stenbuck Rejoins Hearst 
as Circulation Manager 

J. M. Stenbuck has returned to 
the Hearst organization as general 
circulation director of all Hearst 
newspapers. A Hearst executive 
for 20 years be- 
fore entering the 
public relations 
field, Mr. Sten- 
buck was circu- 
lation director of 
the Detroit Times 
and of the Bos- 
ton Record- 
American and al- 
so had circula- 
tion supervisory 
duties on other 
Hearst newspa- 
pers. 

He succeeds John W. Kenney, 
recently retired, who will continue 
to serve the Hearst organization as 
circulation consultant. Mr. Sten- 
buck will retain his interest in his 
Boston public relations organiza- 
tion, J. M. Stenbuck Associates, 
which will be directed by his son, 
Jerome. 


J. M. Stenbuck 


Coloron Advertising Moves 

| Coloron Advertising Agency, 
| Kansas City, has moved to larger 
quarters in the R.K.O. Missouri 
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TREASURER 

(You provide the Net Working Capital — then 
she provides the Net Work. Oversees property 
improvements, maintains supplies, keeps pace 
with trends in the sitter market.) 


VICE PRESIDENT IN CHARGE OF PROMOTION 
(When your Vice President is expected for 
dinner, she’ll remember his favorite cheese, 
forget his favorite story —and remind you to 
stock up on his favorite cigars!) 


PUBLIC RELATIONS DIRECTOR 

(Which means she can be counted on to un- 
ruffle ruffled feelings in the neighborhood — 
and carefully ghost-write all the necessary 
speeches.) 


Dey 


DIRECTOR OF RESEARCH 

(The Top Secret research she conducts before 
serving peach angel pie isn’t Top Secret at all. 
Shared, probably, by millions of other women 
who spotted the recipe in the May Journal. 


VICE PRESIDENT IN CHARGE OF SALES 
(When Brooks Brothers discreetly announces 
a Private Sale, she can usually manage to be 
on hand —with your collar-statistics right in 
her fist!) 


LABOR RELATIONS DIRECTOR 
(Whether she has a loyal retainer or a part- 
time cleaning woman, she has the same prob- 
lem: getting your Do-It-Yourself corner 
dusted without disturbing the workmanlike 
disorder you left it in!) 


VICE PRESIDENT IN CHARGE OF PRODUCTION 
(Producing the Journal’s Under-$10 Wonder 
Dress is easy! She simply converts, temporar- 
ily,a small section of her equipment — you!) 


SILENT PARTNER 
(Well—you asked her what she thought of 
your new secretary, didn’t you?) 


Do you direct your 
advertising to her? 


If you do, you have her on your side 
immediately. Because a woman re- 
sponds eagerly to ideas stated in her 
own language. And she responds even 
more eagerly when she comes across 
these ideas in her own magazine... 


And the magazine that gets the 
most response from the most women 
is Ladies’ Home Journal. Which is 
why, among all women’s magazines, 
the Journal is: 


No.1 in total circulation 
No.1in newsstand sales 
No.1in advertising revenue 


Never underestimate the power of the No. 1 magazine for women... | URN | 


A CURTIS PUBLICATION 
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Wage earners have more loose money to spend than any other group, today.* 
Here, for example, is the magazine list of a typical national advertiser whose 


7Q AT of TRUE STORY’s primary homes 


Now —see what you gain by using TRUE STORY in place of any one of them... 


If you use 


life, HJ, McC, SEP, BH&G, WD, GH 
Ts, LH, McC, SEP, BH&G, WD, GH 
life, TS, McC, SEP, BH&G, WD, GH 
life, LHJ, TS, SEP, BH&G, WD, GH 
life, LHJ, McC, TS, BH&G, WD, GH 
life, HJ, McC, SEP, TS, WD, GH 
life, LHJ, McC, SEP, BH&G, TS, GH 
life, HJ, McC, SEP, BH&G, WD, TS 


Ask our representative to work out the details of your coverage. You'll be amazed! 


hore proof of TRUE SIORY': different audience: 


*Look at these impressive facts; TRUE STORY READERS 
: | ae ts a. eS Compore these median 
Wage earners | Nicaea 3 : : 
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.) hove 627. of the nation’s “loose Money” a se, Sele Leading Service 
, : Leading Weekly 
«2 ere 73% of all non-farm families wahiingemes $3,000.$5 006 | Leading Shelter 
Leading Store 
++. Ore. 52% of alhaon-farm families withPincomes over $5,000 Ba = «Young Wage. tarnars, wih gee 


Up, Buy More far & 
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But they are largely unreached by traditional white collar media. 
product depends upon wage earner acceptance for sales growth. Yet... 


are not reached by all 7 of these magazines, combined! 


And Substitute | YOU Net coverage Is YOU GAIN 


TRUE STORY for (in unduplicated homes ) (in unduplicated homes ) 
—— = ERTS ES 


— 17,168,124 - 
Life 16,610,993 | (—)557,221 $13,870 
LHJ 17,807,234 | +639,020 8,120 
McC 17,824,956 | +656,742 7,310 
sep | (17,355,423 | +187,209 10,320 
BHaG | 17,647,668 | +479,454 6,320 
WD | 17,458,489 |  +290,275 4,720 
GH | 18,168,204 | +999,990 3,770 
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‘ ieee FOR . eee A DIFFERENT... MARKET 
_ AVERAGE 10° YEARS YOUNGER ce 


- ages of women readers: 


Median Age 


A RL PREY RA 


28 years’ , 
38 years 
40 years 


36 years 


to spend,gnd larger families-cening = 2 Gas 
longer perigd of time. 
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Realm of Speculation 


‘... The advertising agency should refrain from practices that dis- 
sipate its assets in any unsound or uneconomic solicitation for new 
business. It is unsound and uneconomic to submit speculative copy, 
¢ ‘ work, detailed plans, market surveys, or other speculative mate- 
: «1 in competitive solicitation.” 

So reads one of the standards of practice of the American Assn. of 
Advertising Agencies. 

But anyone who read AA’s exclusive story last week of the pre- 
sentations of five agencies to the Florida Citrus Commission is 
bound to conclude that this section of the Four A’s code of ethics is 
more honored in the breach than in the observance. The section has 
no teeth, and to our knowledge no one has attempted to enforce it. 

As nearly as we can tell (no one ever specifically defined that ol’ 
debbil speculative presentation precisely for us) three of the five 
agencies made speculative presentations—Benton & Bowles and 
Dancer-Fitzgerald-Sample, both Four A’s members, and Grant Adver- 
tising, a non-Four A’s member. Two did not—Cunningham & Walsh 
and J. Walter Thompson, which, as the incumbent agency, was en- 
titled to show its proposed copy and did. These two also are Four A’s 
agencies. 

C&W adhered to the code, and our reporter says the presentation— 
aside from John P. Cunningham’s undeniable charm—fell flat as a 
Florida flapjack. Benton & Bowles speculated and got a handsome ac- 
count. 

So what? 

So first, if the Justice Department is worried about any effective 
prohibition on speculative presentations, it can stop worrying. The 
Four A’s code still says that members ought not to make them, and 
some members don’t, but it is just about as clear as anything could be 
that the members decide individually whether they’re going to abide 
by this namby-pamby section of the code, or not. As the section now 
stands, it is no more than a pious hope. 


Markets Have a Habit of Shifting 


Recent conversation about the preservation of food by atomic rays, 
without the necessity of canning or freezing, reminds this writer of 
a rather startling conversation he had a couple of weeks ago with 
the sales manager of a small but aggressive food processor. 

“Do you know,” said this sales manager, “that we have introduced 
22 new products within the past 18 months?” No, we said, we didn’t 
realize that, but since he had been telling us that all of the new prod- 
ucts had been going quite well, we congratulated him on this evidence 
of substantial growth of his business. 

Strangely, this brought forth a more or less polite equivalent of a 
horse laugh. 

“Those 22 new products,” the sales manager explained, “have more 
than doubled our product line, Most of them are doing very well, 
and several show extraordinary promise. But the fact is that our 
total volume right now is not much different than it was a couple of 
years ago, despite the installation of a lot of expensive new equip- 
ment and the introduction of all those new products. 

“What's happening to us is pretty much the same as what has been 
happening to radio. The food business is in a revolution. Our new 
products—mostly quick frozen—look good. But volume on our older 
products—mostly canned—looks pretty sick. And now this new 
atomic ray stuff comes along, So by the time we get set technological- 
ly for the current market, we’ll probably have to go through the 
same kind of product switch all over again. 

“The food business used to be a nice stable one. Once you got 
a good product and merchandised it well, you could count on it for 
years—maybe decades. But not any more. Someone comes along 
with a new process or a new method and your profitable little bell- 
wether turns into a 4 a.m. Cinderella.” 

Does anyone recognize any similarity with his own business? 


—Marilyn French, The Dartnell Corp., Chicago. 


“Sure he’s short—but he can always stand on his wallet.” 


What They're Saying 


Tollevision for the Future 


ture. But, in our opinion, the time 
is not ripe for tollevision now. 

Television is too young and in 
too constant a state of flux at 
present to be saddled with an im- 
possible EXTRA financial burden 
which might well break its back 
and would certainly impede its 
progress seriously. 

Color television is still in its 
infancy; some of the motion pic- 
ture industry still considers tele- 
vision—foolishly, we think—its 
archenemy. The coming future 
picture-on-the-wall type tv set is 
still in the laboratory under wraps. 
The legitimate theater is still grop- 
ing for an alliance with television. 

If one considers all these various 
endeavors and interests which 
some day may fuse into one great 
homogenous television ensemble 
that will profit all concerned, there 
is a good possibility that tollevision 
may find its own particular niche 
of usefulness—not perhaps in 
broadcast television but in a 
closed-circuit system. 

It may thus be possible that, in 
the future, our television receiv- 
ers could have one or more closed- 
circuit channels, labeled Motion 
Picture, Theater, Opera, these to 
be controlled by tollevision. They 
would not be broadcast channels, 
but strictly closed circuit. By that 
time the technical-economic prob- 
lem of carrying all video frequen- 
cies over a wire probably will 
have been solved. In this manner 
tv broadcast and closed-circuit 
tollevision could live side by side 
and give a maximum of service to 


the public. 


—Hugo Gernsback, editor, in the 
May issue of Radio-Electronics. 


The Contest Mania 

The Horatio Alger hero of yes- 
terday got ahead by hard work. 
But the hero of the modern contest 
world is the guy who in a single 
evening wins a world tour, a fur- 
nished home and a life income of 
$500 a month. He does it by send- 
ing in a boxtop on which he has 
scribbled in 25 words why he likes 
“Blotto, the new wonder-absorb- 
ent breakfast food.” 

The goal no longer is to strive 
and succeed. Why save up for a 


trip to Paris when it is so much 
easier to win it by breaking the 


| 


} 
| 
| 


bank, identifying the mystery tune, 


There is, we believe, a good deal solving the puzzle, or entering a 
of merit to [tollevision] in the fu-| contest to name a new, seductive 


perfume? 


—Hal Boyle, 


in the Herald, New 
Britain, Conn. 


On Public Speaking 

Many business men have found 
that the speech is an effective form 
of advertising for whatever they 
are trying to sell—their products, 
the reputation of their companies, 
or the propagation of an idea. 
Granting that, they have come to 
the conclusion that as much at- 
tention should be given to the 
preparation of the speech as to 
any other form of advertising. 

No man, after all, has the moral 
right to bore another man. The 
speaker’s audience is the most 
captive of all audiences. It there- 
fore imposes on the speaker the 
greatest obligation to be interest- 
ing. Even if he has to omit the 
terribly important figures on 
“Lead, Desilvered Pig and Sugar, 
96° Centrifugal.” 


—From “Dividends,” publication of 
Ketchum, MacLeod & Grove, Pitts- 
burgh. 


How Food Is Moved 

Advertising by © manufacturers 
and retailers excites interest and 
pre-sells the shopper on the prod- 
uct and the brand. But this effort 
is lessened if something does not 
happen in the store to bring the 
merchandise strikingly to her at- 
tention and move her to put it in 
her basket. This, of course, puts a 
high premium on good packages 
with that come-hither, pick-me- 
up-and-take-me-home-look, which 
will make the shopper notice the 
item, remember its advertised ad- 
vantages and buy it. 

If a good package is coupled with 
an excellent new product, well ad- 
vertised, properly displayed, and 
adequately stocked, sales effects 
will be multiplied. 


—Paul S. Willis, president, Grocery 
Manufacturers of America, before 
Rice Millers Assn. in Washington, 
D. C., May 12. 


How They Stop Riots 
at Princeton 

Each of you is a Princeton man, 
and if there is anything a Prince- 
ton man hates, it is being part of 
a crowd. 


—Acting Dean Jeremiah Finch, to 
riotous students at Princeton, May, 
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Advertising Age, June 13, 1955 


| Rough Proofs 


The Old Professor says that with 
the advent of the pressure can for 
shaving lather, the time-honored 
shaving brush has become the vic- 
tim of automation. 


Kids using Quaker Oats’ baseball 
tickets, which require the presence 
of a paying parent, will have a 
chance this summer to test the de- 
gree of adult delinquency. 


George J. Cullinan is afraid the 
stigma of “junk mail” will hang 
around for many years, but every 
third-class mailer knows how to 
make his message first-class. 


Candy Industry insists food fad- 
dists are responsible for the de- 
cline in consumption of its favorite 
products. They’re the old meanies 
who thought up the idea of count- 
ing calories. 


Strange to say, the editor of a 
do-it-yourself magazine admits 
there are some things you can’t do 
yourself. It’s a relief to know 
there is still room for the old pros. 


The defendants in the advertis- 
ing anti-trust suit who are plan- 
ning to file their replies July 5 
expect them to be the modern 
declarations of independence. 


Stalcup Inc. is offering $1,000 
for the best slogan to describe its 
Kansas City poster service. 

What’s the matter with “When 
you’re outdoors with Stalcup, 
you’re in the Big League”? 


The bride market, says Bride- 
to-Be, represents about $3,000 per 
bride. 

Then why not a magazine for 
brides’ fathers? 


The company formed to manu- 
facture a self-lighting cigaret, the 
story says, has just gone into 
bankruptcy. 

Got a match? 


Jules Alberti, the endorsement 
king, thinks stars like Groucho 
Marx deliver commercials with 
tongue in cheek. Maybe he be- 
lieves Groucho’s sponsor should be 
a cigar manufacturer. 


Publishers who insist their mar- 
kets are fabulous shouldn’t be sur- 
prised if space buyers tend to re- 
gard their sales stories as fairy 
tales. 


Electrical Merchandising reports 
that air conditioner sales prospects 
look good, 

All that is needed is a little en- 
thusiastic cooperation from the 
weather man. 


The Chicago Cubs seem to have 
adopted Phil Wrigley’s Spearmint 
theory that the only way to be 
sure of success is to stick with it. 

Copy Cus. 
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Proved advertising principle: COLOR GETS ACTION. THE INQUIRER ries = 
offers R.O.P. Color every single weekday. And advertisers are using it S— it 
to a fare-thee-well. Leading food companies find that the responsiveness — : 
of Inquirer readers (coupled with R.O.P. Color) makes THE INQUIRER 
a matchless medium . . . FIRST FOR ACTION in Delaware Valley, 
U.S.A. And FIRST in National, Classified, Retail and Total Advertising. 
; 0 
Giant Industries Build in eee ee 
DELAWARE VALLEY, U.S.A. a 


he, $350,000,000 in industrial ex- 
ot pansion in 1954, hundreds of 
millions more planned for ’55! 
Means bigger incomes, 
increased spending in the 
World’s Greatest Industrial 
Area—with annual buying in- 
come now over $8 billion! 


The Philadelphia Prquirer 


Constructively Serving Delaware Valley, U.S. A. 


Exclusive Advertising Representatives : West Coast Representatives : 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J.LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Accents Differ, But the Game's the Same, 
Foreign Delegates to AFA Meet Discover 


(Continued from Page 3) 
work—and they hire us. 

“We're very lucky,” she added, 
“but we know what we want, and 
we will succeed. You have to push 
yourself, learn to decide quickly, 
and keep at the same time your 
feet on the ground and your eyes 
on the stars.” 

And what of marriage? 

“If I get married and my hus- 
band understands me,” Miss Deza 
decided, “he won’t mind me work- 
ing, I like to work. 

“You get tired of bridge, canasta 
and cocktail parties.” 


= Largest and most studious of the 
foreign delegations at the conven- 
tion was from Japan—six dele- 
gates made the voyage to Chicago. 
AA interviewed four of them— 
Tsuneji Hibino and H. Yoshioka of 
Dentsu Advertising, Tokyo, Fusa- 


* 
. 
+@ 
° 
'” 
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THIS 1S OWNERSHIP?—Candidates for 
comeliest agency owners at the 
AFA convention were Senoritas 
Celia Deza and Elvira Corpi, rep- 
resenting the Argentine Federation 
of Publicite. They own and operate 
Publicite Didac, advertising agency 
in Rosario. 


jiro Saito of Orikomi Kokokusha 
(literally, “insert advertising”), 
Tokyo, and Tatsuhiko Ichihashi, 
Osaka branch manager for Read- 
er’s Digest. 

Mr. Hibino, as exec. v.p. and 
general manager of Dentsu, is in 
charge of the largest advertising 
agency in Japan, employing 2,400 
persons, and billing more than 
$40,000,000 annually, or more than 
40% of all agency-placed advertis- 
ing. He told AA that the agency 
bills more than 60% of radio ad- 
vertising and 90% in the infant 
television medium (there are only 
two commercial stations and 70,- 
000 sets at present). 

The matter of agency placement 
of advertising is a crucial one in 
Japan, according to Mr. Hibino, 
who said that media and sponsors 
are coming to rely more and more 
on agencies for advertising. At 
present, he estimated, 90-95% of 
newspaper and radio advertising 
in the major cities goes through 
agencies—though outside of those 
areas the figure is almost reversed. 


s Like his colleagues, Mr. Hibino 
emphasized that advertising in 
Japan is 20 to 30 years behind the 
U. S. stage of development. “In 
America,” he said, “integrity and 
honesty help make the public be- 
lieve in advertising. In Japan, 
much more education of the con- 
sumer and the raising of advertis- 
ing levels are required.” 


are courses, and Sophia University, 
Catholic school in Tokyo, recently 
established a department. 


= On the American notion of the 
supremacy of the consumer and the 
need to keep him consuming, Mr, 
Ichihashi commented: “It’s true 
the consumer is immensely im- 
portant and has great power—but 


in Japan he doesn’t know it yet.” 

Mr. Ichihashi, who said he is in 
the U. S. to “learn more about the 
home office’—and later about 
other Reader’s Digest branches, 
added that he is especially study- 
ing the media-retailer tie-up in 
merchandising operations in this 
country. 

“We hope to get this sort of thing 
started in Japan,” he said. 

Mr. Saito told AA that his agen- 
cy is the largest in Japan in its 
field, which encompasses outdoor, 


transit ads and flyer-style inserts 
in newspapers—a popular Japa- 
nese medium. With 150 employes, 
Orikomi places more than 60% of 
the islands’ transit advertising and 
the largest single share (15-20%) 
of outdoor. 


s As part of a study of outdoor 
both in the U. S. and in Europe 
Mr. Saito presented these four 
“differences”’: 

1. American outdoor boards are 
“beautiful—very artistically done,” 


eA SS 
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Advertising Age, June 13, 1955 


while the Japanese versions lean 
much more heavily on text. 

2. There is much less standardi- 
zation in Japan—size and location 
are almost at the whim of the 
space owner, 

3. In Japan, outdoor is mainly 
painted, not pasted. 

4. “Our language is not as easy 
to read as yours. This should put 
a premium on artwork, but it 
hasn’t yet.” 


= AA also interviewed K. Balara- 


Or, as Mr. Saito commented: 
“We have much to do to exonerate 
ourselves.” 

It was pointed out, however, that 
the Advertising Federation of| 
Japan, formed three years ago, is| 
working hard to educate both the| 
public and executive management 
on the importance of advertising. 

In Japan, Mr. Ichihashi noted, 
the universities don’t teach adver- | 


tising as a specialty—though there | 


Coming... a 100,000-man 
advertising in 


THE McGRAW-HILL MAGAZINE OF 
METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, 

NEW YORK 36, NEW YORK 
MEMBER AUDIT BUREAU OF CIRCULATIONS | 
AND ASSOCIATED BUSINESS PUBLICATIONS 
PUBLISHED EVERY OTHER MONDAY 
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man, U. S. correspondent for The 
Hindu, Madras, one of India’s 
three largest English-language 
newspapers. In the process, it en- 
countered an interesting contrast 
in advertising structure. 

Earlier, Japan’s Mr. Ichihashi 
had observed that Japanese agen- 
cies have been pretty much in the 
“primitive” space-broker stage of 
development, and have only re- 
cently—through leadership of such 
agencies as Dentsu—begun acting 


er’s total marketing interests. 

Mr. Balaraman, on the other 
hand, described a highly “struc- 
tured” Indian agency setup, with 
space-brokering almost nonexist- 
ent and the 15% commission exact- 
ly as uniform as in the U. S. He 
explained this as the result of the 
influence of the large U. S. and 
British agencies which handle 
most of the large industrial ac- 
counts in India—such as J. Walter 
Thompson and D. J. Keymer Ad- 


Mr. Balaraman voiced a com- 
plaint applicable to both Asian 
countries, however: “I think Indi- 
an manufacturers have been lag- 
ging on the benefits of advertising. 


They still look on it largely as) 


money wasted. 

“Also, in most lines demand ex- 
ceeds supply—so why advertise? 
To realize the benefits of advertis- 
ing requires education.” 


The Indian newsman—who says| 


| “This AFA convention doesn’t con- 
form to the typical convention pat- 
tern of just having fun. 

“Instead, it’s all very serious— 
imagine staying until 3 p.m. to lis- 
ten to a luncheon panel discus- 
sion!” 


Fownes Bros. Names Reed 
Fownes Bros. & Co., New York 

| glove manufacturer, has appointed 

Reed Advertising Inc., New York, 


as representatives of the advertis-! vertising, London. 


—had one further observation: 


he has covered many a convention! to handle its advertising. Rock- 


more Co. is the previous agency. 


From every state in the nation, over 100,000* 
metalworking men will head for Chicago next 
September. As they do so, history’s biggest 
gathering of production men will demonstrate 
why advertising in American Machinist is so 
sound and sensible an investment. 


These metalworking men have just one purpose 
in going to Chicago: to see and compare, and 
often to buy right then and there, the cost-cut- 
ting, production-boosting machinery and equip- 
ment for which American Machinist every year 
carries more advertising than any other maga- 
zine in the world. 


Chicago next September will witness a new 
industrial phenomenon. In addition to the big- 
gest industrial exposition of them all... the 
first Machine Tool Show since 1947 . . . two 
other concurrent machinery and equipment ex- 
positions compete simultaneously for the inter- 
est and attention of one group of industrial 
buyers: Metalworking’s production engineers 
and executives. And for the first time in history, 
over 100,000 decision-making men, with major 
buying responsibility in their industry, will be 
on hand to see, listen, and be sold. 


Thus do metalworking production’s SUPPLIERS 
and metalworking production's BUYERS offer an 
unique demonstration of the sound purpose, and 
tremendous advertising values, of a business 
magazine: 


Next September’s Chicago exhibitors are in- 
vesting record millions to show their products 
to exactly the kind of men who.. . because 
American Machinist is edited exclusively for 


them, and is more helpful to them than any 
other magazine . . . subscribe to it in record 
numbers. Far more _ production-responsible 
metalworking engineers and executives sub- 
scribe to American Machinist than to any other 
metalworking magazine, and the number grows 
bigger every month. 


In their turn, Metalworking’s production engi- 
neers and executives will next September set 
new standards of interest in being “shown and 
sold,” when over 100,000 of them invest their 
time and money to go and see what’s new and 
better in the products Metalworking can buy 
and profitably use. The kind of men who read 
American Machinist are new-equipment mind- 
ed. Theirs is a fast-growing industry .. . and 
one that now estimates it will invest at least 
$10.9-billion for new plant and equipment in the 
next four years alone. 


Add up the facts, and surely they tell you this: 


Metalworking’s production engineers and exec- 
utives are a vital buying force, with a strong 
voice in the purchase of every product that is 
used or consumed in this giant industry’s pro- 
duction operations. To sell Metalworking, you 
must sell Production, and every month Ameri- 
can Machinist’s advertising pages can put you 
in touch with more metalworking-production 
subscribers than any metalworking magazine 
has ever before delivered. When you concen- 
trate your advertising here, you concentrate it 
where 950 sales-minded companies, manufac- 
turing a wide variety of production machinery, 
materials, parts, and components, are building 
bigger markets in the biggest of them all . 
the $100-billion Metalworking Industry. 


*The 1947 Machine Tool Show drew 90,000 metalworking men. Many reasoned estimates 
of attendance at next September's Chicago shows are above 125,000 
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BBDO Dares All; 
Invites Wives to 
Office for Pitch 


(Continued from Page 3) 
said the wives don’t have to be 
ashamed of their husbands’ pro- 
fession. 

Acknowledging that an adver- 
tising man’s wife plays an import- 
ant part in testing every gadget 
and cake mix that clients think 
up, he begged the ladies to con- 
tinue to be their husbands’ “pri- 
vate, captive little consumers.” 

“In order to get a real, live 
consumer, you have to marry her, 
not buy her,” Mr. Kobbe said. 

In the same vein other mem- 
bers of the agency discussed its 
various functions—Paul Russell, 
v.p. and account group supervis- 
or; Jack Martin, copy chief; Al 
Clague, senior art director; Du- 
ane Zimmerman, television pro- 
duction, and Vern Cafarella, re- 
search director. 


= From Bob Connolly, art direc- 
tor, the wives got some advice on 
how to get along with their hus- 
bands. 

He admitted that sometimes the 
responsibilities of a wife, family 
and mortgage change a man into 
something a bit less romantic 
than the ambitious, ardent suitor 
he once was. 

“But the wife still should rush 
out in the morning, in her best 
negligee and get breakfast for 
hubby, preferably using products 
of BBDO clients,” said Mr. Con- 
nolly. 

“She also should make sure that 
when he leaves home he is wear- 
ing the proper charcoal gray and 
pink uniform of an adman.” 

Mr. Connolly also tried to set 
the wives’ minds at rest about one 
office hazard—the secretary. 


@ “Secretaries come in two vari- 
eties, married and single,” he said. 
“The former has been up since 
midnight doing her housework 
and getting her children off to 
school. When she gets to the of- 
fice she feels as if her day’s work 
is done. 

“If the latter, she was out the 
night before with some unspeak- 
able cad and takes out her re- 
venge the next morning by giving 
her boss a bad time.” 

At the end of the short course 
in their husbands’ business, the 
wives looked over their respective 
offices and than had refresh- 
ments. 

No martinis, though. 


NSGA Slates Co-op Yule 
Drive with ‘Sports Illustrated’ 
An industrywide sporting goods 
Christmas gift promotion aimed 
at the consumer market is being 
launched by the National Sport- 
ing Goods Assn. in cooperation 
with Sports Illustrated. Kicking 
off the drive will be a multiple- 
page section of “Christmas Pa- 
rade of Sports Gifts” ads of from 
8 to 13 pages in the center spread 
of the Nov. 21 issue of Sports 
Illustrated. The section will be re- 
printed in booklet form and of- 
ferred to all NSGA member deal- 
ers as Christmas mailers. 
Sporting goods manufacturers 
will be offered one-sixth page 
units in the section at $750 each. 
Additional merchandising will be 
handled by the NSGA and Sports 
Illustrated. 


S&S Promotes Fenton 


Robert L. Fenton, formerly as- 
sistant circulation direotor, has 
been named circulation director of 
Street & Smith Publications, New 
York. He succeeds Arthur B. Van 


Delft, who retired recently. 
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challenge 


Ox SUNDAY, January 23, 1955, we challenged readers 
of the Chicago Sunday Tribune to solve a tricky word 
game we call the “Little Fooler’’. 

In two columns of space on Page 10 of Part 1, we 
printed the puzzle, together with the rules offering 
$1,000.00 for a correct solution, multiple winners to splif 
the pot. 

Before the end of the week, from a circulation aver 
aging some 1,400,000, we had received a total of 197,71& 
entries by hand count. They were mostly on postcard 
for which we pay a 10% bonus to winners. 

On Sunday, January 30, Puzzle No. 2 elicited a re 
sponse of 347,489 entries from readers of the Chicag¢ 
Sunday Tribune. 

In the week starting Sunday, February 6, the judges 
counted 503,722 entries in this little experiment ir 
audience participation. 

That brought the total in the first three weeks td 
1,048,929. 

For fourteen weeks we printed the puzzle on Sunday 
Then, we switched publications to Saturday, Sunday and 
Monday. Week after week, the “Little Fooler” has bee 
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of the Little Fooler! 


the topic of conversation wherever people gather. And, 
week after week, the entries continue to roll in. Below is 
the record: 


Week Starting Entries 
NE ne, ia 3055. 4 vad gtr ko Oa a ey ck 197,718 
es ae ee 347,489 
Poruary 6............ eee eee... s Se 503,722 
Poemrusty 13.........d0i35 eee, 428,980 
February 20....... spastienae’  . Seales es 367,833 
February 27... ... . duis vos wnn ds s kee 510,533 
Maree 6......... Sper ie, cas es eee 395,551 
Merch 13........ .Sieeteee ths .s cee 392,929 
Moreh 90....... . ee ii no eee 466,433 
eet s,s, dh 4S. Pde Bas kee 686,768 
NE IE ce L's to. Sg Sy oo VRS cc ae sea 417,485 
SS Sane. Perea eer cS 404,107 
Aa TT... se... ee es a ee ee 360,114 
T&R ro re ores Cp 424,639 
Apell 30... .... ita Vases) wae aoe ce 554,519 
May 7......... Se Rin en. 2. eee, dea ae 532,920 
May 14....... Spee eee eee» Maas 424,416 
May 21...... <#swtaeiiawes See ta oe ...-001,722 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Printing one puzzle a week, and with no bid for more than 


one entry per person, we had in 18 weeks a total of 


7,917,878 responses from readers of the Chicago Tribune. 


Why not put yourself on the receiving end of this kind 


of response? Sure, the entries were produced by a contest 
but they came from readers who demonstrated that they 
respond to the Tribune as to no other medium. 

They are responding today as at no other time in our 
history. We have put on a lot of reader-amusement offers 
but never before have readers registered their presence 
in such volume and with such enthusiasm as they have 
with our little puzzle. 

You sell more when you address your advertising to 
an audience that is accustomed to respond. The Tribune 
is celebrated for the kind of editorial content that stirs 
readers to action. That’s why it produces more sales in 
the booming Chicago market than any other medium. 
And that’s why advertisers spend more money in the 
Tribune than in any other newspaper. 

A Tribune representative will be glad to present a pro- 
gram by which you can make most effective use of adver- 
tising in the Tribune. Why not ask him to call? 
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is Advertising Age, June 13, 1955 

= ;counting department. The  s.m.|sales story home to the man on the) fails to attain the figures of his | the company’s tv programs in Wis- 

Sales Chief Is should know approximately the | firing line.” Cash incentive plans, | sales budget. consin, “Passport to Danger” and 

! quantity and kind of products|profit sharing and “fringe ben- “I Led Three Lives,” broadcast 

| which will be sold over a period of efits” have helped to motivate| Blatz in Newspaper Drive over WTMJ-TV. William H. Wein- 
Real Boss Toda ‘time and at approximately what!salesmen to greater production, he| Blatz Brewing Co., Milwaukee, a | traub & Co., New York, is the 

y, price and sales cost. said. division of Schenley Industries, has! agency. 


5. Selection, training and moti- 6. Securing an adequate profit launched a series of ads to run) 
0’ C D | vating salesmen. Many companies for the company. This is “perhaps weekly through August in 18) Stephens DeCicco to Move 
onor ec ares used psychological tests “to fit the | the most important of all,” he said, | newspapers in Illinois, lowa, Mich-| Stephens Biondi DeCicco Inc., 

‘man to the job.” Training is not ajand declared that the sales man- | igan and Wisconsin, featuring out-|Chicago art studio, will move to 

Boston, June 7—In more and/|“one-shot” proposition. The sales|ager has this basic responsibility standing record breakers in vari- larger quarters at 230 E. Ohio St. 
more companies the sales manager|manager must maintain a contin-| because profit or loss hinges on| ous sports. Newspaper copy will| as soon as improvements, now un- 
is becoming a key management ex-/|uing training program to “bring the | whether the company attains or|also be used as commercials on| der way, are completed. 
ecutive and is no longer a song- 
and-dance man or, for that matter, 
a good salesman. 

Charles W. O’Conor, president of 
Compo Shoe Machinery Corp., 
drew this picture of the modern 


s.m. in a talk last week before the 
Sales Manager’s Club of Greater 
Boston. 
Mr. O’Conor said: 
“The present day sales manager or 
more truly performs the functions 


of a general manager and, to a de- 
gree, of president in a growing 
number of companies. 

“The popular version of the sales 
manager as the star salesman, the 
best entertainer in the industry, 
and the arch enemy of the produc- 
tion manager has long gone,” he 
said. “Today’s successful sales 
manager may well be able to sell 
occasionally, and may be able to 
entertain a few of the customers. 


= “But the broad management re- 
quirements of his 1955 job are so 
time consuming and exacting that 
he can do neither of these more 
pleasant chores often or well.” 

As a result of this situation, Mr. 
O’Conor continued, there is no 
such thing as an “average sales 
manager.” There are only “above 
average” sales managers—and 
these are candidates for higher 
management positions—or “below 
average” sales managers. And 
these are candidates for replace- 
ment. 

Mr. O’Conor said management 
studies show that “a young man 
has the best chance of reaching top ; 
jobs in industry if he concentrates % 


in the fields of sales and sales &é * 

management.” - 
He attributed the changes in the 

sales manager’s functions to sharp- 

er competition for markets, per- = 

sonnel and ideas, in contrast to the i 

“close to the vest,” “cost conscious” End 

selling which prevailed in the ’30s ‘ 


and the “scarcity,” “order taking” 
sales psychology of the ’40s. 


= “Of necessity,” he said, “the 
sales department has been com- 
pelled to place growing emphasis 
on short and long range planning, 
personnel and customer education, 
advertising, public relations and a 
hundred other areas of business. 
“And it is necessary today to 
take constructive action in all of 
these areas if we are to keep up 
with the ‘Joneses’ in business, and 
if we are to grow and prosper.” 
Mr. O’Conor listed the following 
as the main responsibilities of to- 
day’s “above average” sales man- ‘* 
ager: 
1. Preparation of sales objectives 
and of yardsticks. These yardsticks, ; 
measuring progress toward the 
sales goals, should include “data on 
current sales, estimates of future 
sales, information on progress of 
competitive products, estimates of 
sales potentials, and suitable com- 
parative information to enable top 
management to judge the trends of ' 
a particular program or programs.” 
2. Keeping production lines oper- } 
ating. This is accomplished by 
forecasting—with the aid of pro- 
duction and financial managers— 
the quantity of products and re- 
placement parts needed to meet 
customer demand. Competition be- 
tween sales and manufacturing “is 
becoming obsolete.” 
: 3. Giving direction to product de- 
R velopment. Sales is the logical de- 


JOHN} 


starringl 


ee. 


partment to know what new prod- 
ucts or services the customer 
wants. 

4. Preparation of sales budgets. 
This is not the province of the ac- 
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D > ding to Peter G -dictati rer th istake and ; 
e/ ur- the new Stenorette, product of the | the future, accor .| redictating over the mistake and a 
] r Amsco Tests |DeJur-Amsco Corp. | Wetaenee. account executive. series of simplified push buttons 
New Tape Dictator Prepared and placed by Friend-| for recording, listening, rewinding i 


- Reiss Advertising, the initial an-|® Demonstrated ay 4 ee press | and stopping the tape. 

— 7 ‘nouncement will be followed b review last week, the ll-lb. 10-oz.. According to the manufacturer, 

P = Eastern Markets ads during the following week in| machine, which will retail for the tape, of which a 30-minute 
New York, June 7—Advertising| the World Telegram & Sun, the $169.50, was put through its paces recording reel is included in the re- 

to test eastern market reception for; Newark Evening News and the. by Sales Manager Jack Maloney. | tail price, can be used and reused 

a new office dictation machine—|eastern edition of the Wall Street| Among its unusual features are a for the life of the machine. 

said to be the first to use magnetic | Journal. Expansion of the schedule | ccmbination microphone-speaker 

tape—will begin Sunday, June 12,|on a national basis, with addition-|which can be either hand held or Rexbilt Starts Situation Ads 

in the New York Times with a|al advertising in office equipment) placed on a desk, a device enabling, Rexbilt Leather Goods Inc., New 

seven-column insertion announcing | publications, is contemplated for the dictator to correct any error by York, has started its “most ex- 
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JOHN C. CORNELIUS has been elected 
president of the American Herit- 
age Foundation, New York, which 
has voted to sponsor a nonpartisan 
campaign to get out the vote for 
the 1956 Presidential election. Mr. 


Made expressly for Cornelius recently retired as 


exec. v.p. of Batten, Barton, Dur- 


the first tume on television.........+-- 


stine & Osborn to devote his time 


local and regional ito other business interests (AA, 


Jan. 3). 


Sponsors— a brilliant, tensive advertising program” with 


a campaign described as a series 
* of “situation ads” in color and 
new series of dramas baw. Ads show the company's 
leather goods in natural situations, 
“such as at a board of directors 
taken f rom the | meeting, Included in the schedule ' 
are Esquire, New York Times 
Magazine, The New Yorker and 
best seller by ‘newspapers in 20 major markets. 
A merchandising program is also 


Lloyd C. Douglas, in progress. Daniel & Charles, New 


York, is the agency. 
famed author of Conover-Mast Names Jennett 


Construction Equipment, a Con- 
‘“ ‘ e ” over-Mast publication, has ap- 
M agnificent Obsession pointed Dwight Jennett Pacific 
manager. Formerly West Coast 
és ” ° representative for the publication, 
and “The Robe (2nd highest ‘Mr. Jennett will continue work- 
ing from headquarters in Los An- 
| aaa ; 

" ° ° geles. In addition to his expanded 

gross in film history). ; : 


duties for Construction Equip- 
ment, Mr. Jennett also represents 
Mill & Factory and Purchasing in 


oe 11 western states. 

Society Elect Tillotson 

| Roy W. Tillotson, art director 
and manager of art and design, 
Union Carbide and Carbon Corp., 
New York, has been elected presi- 
dent of the National Society of Art 


Directors, New York. Robert Bach, 


& of N. W. Ayer & Son, San Fran- 
cisco, was elected Ist v.p., and Al- 
= bert Cloutier, Rapid Grip & Batten, 


Montreal, was elected 2nd v.p. 
to enthrall the 


‘From Abattoirs to... 


tens of millions of Zoological Gardens 
Douglas fans everywhere. 6. 000 
Immediately available from 


POLK PROSPECT 
| LBB 


And every list is accurately com- 
piled from source information 
available nowhere else. Busi- 
nesses, trades, professions, auto- 
mobile and home owners are in 
Polk’s list files . . . ready for your 
use in contacting the specific pros- 
pects you or your clients want to 
reach. Send coupon below for de- 
tails about Polk Prospect Lists of 
GUARANTEED ACCURACY, 


HOWARD 


as Dr. Wayne Hudson 


Produced by Eugene Solow 
and Brewster Morgan 


Pte —_—_— ooo aoeaaaa ” rae | 
Please send me, without charge, your 
CATALOG of PROSPECT LISTS 
Name 
Address | 
WIRE, PHONE OR WRITE YOUR NEAREST MCA-TV eee TODAY vee 
Santa Moni Bivd., CRestview 
poe od Sea MO MOrFALO ® CHICAGO © CINCINNATI © CLEVELAND © DALLAS © DETROIT ® HOUSTON © INDIANAPOLIS © KANSAS CITY, MO. * MINNEAPOLIS © NEW ORLEANS oi spied Gee | 
NEW YORK © PHILADELPHIA © PITTSBURGH © ROANOKE © Sf. LOUIS © SALT LAKE CITY © SAN FRANCISCO © SEATTLE © TORONTO © LONDON © PARIS : 


R. L. POLK & CO. 
Dept. AA 
481 Howard St « Detroit 31, Michigan 
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That's what a growing number of 


these days. And the place they're 


Dollar for dollar, it turns up $1 bigger f 
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medium. Where else ts ut possible for 


much of his market for so little 
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§ people seem to want from their advertising 


it 
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§ ordering u is the CBS Radio Network. 


audiences than the neat most efficient 
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Take a dollar’s worth of your advertising, and see where it’s noticed the most: If you tell your story in 


iJ 


| newspapers, 210 people will see it. If you put it in magazines, 277 will see it. If you act it out for the television cameras, 
h 356 people will watch. But tell it on CBS Radio, and 643 people will listen... a because dollar for dollar, 


prospect for prospect, the biggest buys in all advertising are the programs on 7 e my the CBS RADIO NETWORK. 
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Oral Agreement Is ‘Perfectly Okay, 
Says B&B, Pocketing Citrus Account 


(Continued from Page 2) 
$500,000, 31% under $250,000. The 
rest of the C&W telegram played 
up personnel who would work on 
the account. 


® Benton & Bowles saia it adver- 


tises 31 items that sell exclusively 
through grocery outlets. The agen- 


EENY...MEENY 
.-- MINEY...MO 


/ 


icy also pointed out that it publishes 
“Check,” a “full-fledged magazine 
we make up for housewives, to see 
how the ads go, measure recall and 
so on.” The 31 items were shown 
on a three-shelf display. B&B said 
it uses 12,000 housewives on a 
5 30ry to test clients’ products. In- 
stant Maxwell alone got 36 prod- 
uct tests last year. The agency said 


it has 85 people in its radio-tv de- 
partments in New York and Hol- 
lywood. 


J. Walter Thompson’s O’Neill | 


from Cunningham & Walsh, who 
worked in a Coney Island super- 
market for a week, told the com- 
mission: “We could tell you about 
than $1,000,000; 8, between $500,- the grand and glorious job we did 
000 and $1,000,000; 17, between for somebody else. We could show 
$300,000 and $500,000. In the $100,- | you some commercials. But we will 
000-$300,000 bracket are 18 others,|not and cannot. Mr. Cunningham 
and 24 put out less than $100,000. emer gy permit it; it would be un- 
ethical.” 
Dancer-Fitzgerald-Sample said 
13 clients in New York represent 
90% of its total billing. Grocery 
store products account for 83% of 
its volume. D-F-S made a display 
of preducts it services which it 
bought in Lakeland stores, includ- 
lows, then, the agency asserted,|ing Gold Medal flour, Cheerios, 
that ads should be exciting, too.|Oxydol, Pink Dreft, Bab-O, Tums 
JWT recommended the use of ;and Mounds. 
Life as the “most efficient week-| Then it brought out canned and 


|Motor in Detroit, and Shell, East- 
‘man, Pan-American, Lever and 
‘Scott Paper, in New York. JWT ac- 
counts spend like this—25, more 


® JWT had most unusual research 
citations. “The Bathing Habits of 
Women” and a Dichter study show- 
ing citrus varieties to be “fun” 
fruits which people regard as 
“dynamic, and exciting compared 
with, say, figs or prunes.” It fol- 


Is this the way some pick their sup- Ryan Jr. said ten of the agency’s;|y” with strength in big cities in|/fresh citrus, put them between 


plier for you. We suggest you check 
jay Pe. ™ his ability, with our free samples. 


WALK 
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92 clients annually spend more 
‘than the citrus commission’s $3,- 


we—orreenaenesnaeses eee eos eaeues eee 
advertising typography 500,000. They are Swift, Kraft,| were touted as “best buys.” 


‘Libby and 7-Up, in Chicago; Ford 


‘the East and among better educat-|Dreft and Bab-O to show where 
ed families. Godfrey simulcasts|the account would rank in billing 
‘at the agency. 

Tony Chevins, one of the men| Will Grant said Copy Chief 


WHERE TO BUY IT 
HOW TO SELL IT 


Now combined in ONE publication! 
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@ HARDWARE MAN® 


COPYRIGHT 1954—WATIONAL RETAIL HARDWARE ASSOCIATION 


® Here’s another FIRST in trade publishing his- 
tory ... Hardware retailer 1956 Buyer's Guide and 


Sales Planner. This 


helps the hardware man select brands and products 
to buy, but it also shows him how and when to dis- 


play, merchandise and advertise them every week 


of the year, assuring 


Buyer's Guide and Sales Planner is much more 
than a reference book. It’s a sales tool that will 


be used every day by many of the nation’s top 
23,000 hardware retailers. 


Much bh than a BPRS ’ | 
book = it’s a daily sales tool. — 


THE HANDY 
HELPFUL 


combination guide not only To 


even greater usage. The 1956 


SU Ep w 


1956 
CUlDg 


Early space reservations are a must. 


be published and distributed to 39,000 subscribers 
throughout the hardware industry in January, 1956 


the andustry mMaLazine 


Published by the MATIONAL BETA. HARDWARE ASSOGIATIO 
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Aantosncrae Pe reas 


PLUMB F-5S HAMMER 
wis Guaeantit 


STRONGER THAN STEEL 
PEEL 


hen de 


HAFT CRAFT—Fayette R. Plumb Inc., 
Philadelphia, has equipped its new 
F-4 F-55 hammer with “non- 
breakable” Fiberglas handle. Ads 
will run in June issues of Better 
Homes & Gardens, Life, Mechanix 
Illustrated, Popular Mechanics, 
Popular Science and The Saturday 
Evening Post. J. Robert Mendte 
Inc. is handling. 


Evelyn Strathern, who would have 
worked on the citrus account, is 
“one of the highest paid women 
writers in advertising.” He said he 
started his agency 19 years ago in 
Dallas, that he now has 33 offices, 
that his first year’s billing was 
$40,000 and that last year it was 
$50,000,000. 


# After all pitches were over, the 
fresh fruit committee reported it 
favored B&B with 56 points and 
JWT, with 44. The canner commit- 
tee said it wanted to drop JWT. It 
named B&B to handle the proc- 
essed fruit and said a second agen- 
cy should handle fresh fruit. 

One committee member com- 
plained that frozen concentrate ad- 
vertising wasn’t getting enough 
hard-hitting copy. Another rose to 
moan that all his segment of the 
industry gets is “six-point type, 
and people don’t read that.” 

Pressure for retaining two agen- 
cies reached the stage where Don 
Francisco got the floor and said the 
whole point of JWT’s presentation 
was for increasing consumption of 
all citrus, not in fighting between 
forms of citrus. He said JWT would 
“reluctantly” split the account’s 
fresh and processed aspects if it 
were forced to do that to keep the 
account. 


= Right after that a commissioner 
made a motion for naming only one 
agency as “best for the industry.” 
Another commissioner nominated 
Benton & Bowles. This was sec- 
onded and carried unanimously. 

B&B, like JWT, gets no contract. 
The oral agreement is cancellable 
“generally” with 90-days notice. 
A. W. Hobler rose to say this was 
perfectly okay with B&B. 

Meeting adjourned. 

P. S.—Dialog between an NBC 
man and a JWT man as their plane 
landed at Jacksonville on the re- 
turn flight to New York. 

NBC man: “Looks like this is 
where we came in.” 

JWT ditto: “Yeah, three days 
and $3,500,000 ago.” 


Lipton Offers Scissors Deal 

Thomas J. Lipton Inc., Hoboken, 
will offer a three-piece scissors set 
as a premium in a summer drive 
for iced tea. The national campaign 
includes 24-sheet posters, car 
cards, commercials on “Godfrey’s 
Talent Scouts,” spot radio and tv 
and color pages in Sunday supple- 
ments and magazines. Young & 
Rubicam is the agency. 


Freeland Named A. M. 


George Freeland has been ap- 
pointed advertising manager of 
Holley Carburetor Co., Van Dyke, 
Mich. Mr. Freeland formerly was 
assistant service sales and adver- 
tising manager. 
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Chicago Federated 
Adclub Names 81 
Top Award Winners 


Cuicaco, June 7—The Chicago 
Federated Advertising Club gave 
81 first awards to 62 companies, 
their agencies and radio and tv sta- 
tion and network shows in its an- 
nual advertising competition. 

First award winners in all clas- 
sifications (advertiser and agency) 
are: 


GENERAL CONSUMER MAGAZINES 

Product selling campaigns. 

In color: Frigidaire division of General 
Motors Corp., Foote, Cone & Belding. 

In b&w: Brown Shoe Co., Leo Burnett 

Institutional Campaigns. 

o. 

a color: Campbell Soup Co., Leo Bur- 
nett. 

In b&w: First National Bank of Chica- 
go, FC&B. 

INDUSTRIAL & BUSINESS MAGAZINES 

Group A (companies with gross sales 
over $10,000,000). 

Product selling campaign. 

In color: tie award—Pullman-Standard 
Car Mfg. Co., Fuller & Smith & Ross; 
Rockwell Mfg., Nordstrom Valve, Mars- 
teller, Rickard, Gebhardt & Reed. 

In b&w: Abbott Laboratories, advertis- 
ing staff. 

Institutional campaign. 

In color: Armour & Co., John W. Shaw 
Advertising. 


In b&w: Dean Milk Co., Clinton E. 
Frank. 
Group B (companies with gross sales 


under $10,000,000). 
Product selling campaign. 


In color: tie-award—Roura Iron Works, | 
Rickard, Gebhardt & Reed; | 


Marsteller, 
Edward Valves Inc., Marsteller. 


In b&w: Corey Steel Co., Thomas Wain- | 


wright & Associates. 


Institutional campaign in b&w: Col- 
Miller & Hutchings Inc., advertis- 


lins, 
ing staff. 


FARM PUBLICATIONS 


Product selling campaign. 

In color: International Harvester Co. 
Aubrey, Finlay, Marley, & Hodgson Inc 

In b&w: Moorman Mfg. Co., Marsteller 
Rickard, Gebhardt & Reed. 

Institutional campaign in b&w: 
national Harvester Co., Aubrey. 


DIRECT MAIL 


Single mailing piece. 
Direct mail: 
Mfg. Co., Bentley & Co. 


Calendar: United Air Lines, advertising 


staff. 
Mail campaign: 


Product selling: Green Giant Co., Leo 


Burnett Co. 

Institutional: International Harveste 
Co., Leo Burnett. 

Catalogs: Brunswick-Balke-Collende 
Co., advertising staff. 

Booklets: United States Gypsum Co. 


advertising staff. 

Brochures: Illinois Institute of Technol 
ogy, Hillison & Etten Co. 

House magazines: Inland Steel 
Tempo Inc. 

Annual reports: G. 
Twentieth Century Press Inc. 


NEWSPAPERS 


National or regional campaign. 

Product selling in color: Armour & Co 
Tatham-Laird Inc. 

Institutional: Chicago Title & Trust Co 
Buchen Co. 

Product selling (over 400 lines): Phili 
Morris & Co., Leo Burnett Co. 


Product selling (400 lines or less): Jones 


Dairy Farm, George H. Hartman Co. 
Local retail advertising. 


Single item ad: Marshall Field & Co., 


advertising staff. 
Campaign ad: Commonwealth Ediso 
Co., Leo Burnett Co. 


Institutional ad: Polk Bros., Incentive 


Planners. 


OUTDOOR AND TRANSPORTATION 
Poster Campaign, 24-sheet: First Nation- 


al Bank of Chicago, FC&B 


Car Cards: Commonwealth Edison Co., 


Leo Burnett. 
POINT OF PURCHASE 
Window displays. 


Temporary: Formfit Co., Poster Prod- 


ucts Co. 


Permanent: Cluett, Peabody & Co., W. 


L. Stensgaard & Associates. 


Light and motion: Yellowstone division 


of Glenmore Distilleries, Associated Di 
play Services. 
Counter displays. 


Temporary: Cluett, Peabody & Co., W. 


L. Stensgaard & Associates. 
Permanent: Toni Co., Thos. A. Schu 
& C 


Corp., Kling Displays. 


Signs and wall displays: Sherwin-Wil- 


liams Co., W. L. Stensgaard. 


Floor and island displays, mermentiees. 
g. 
Co., Kling Displays; Kellogg Co. Zipprodt 


Temporary: tie-award—Mitchell 


Inc. 


Permanent: Radio Corp. of America, W. 


L. Stensgaard. 


Light and motion: Radio Corp. of Amer- 


ica, W. L. Stensgaard. 
RADIO 


Programs. 
Network drama: 


Productions. 


Network documentary drama: “U 


shackled,” Pacific Garden Mission, J. M. 


Camp & Co. 

Local music: “House of Music,’”” WMA 
staff. 

Special features. 


News: 
ature Equipment Corp., W 
Women’s Shows: “The 
Show,” WGN, staff. 
Primary election 

Tribune. WGN. 
Loca 

Continent,”’ WBBM, staff. 
Network public service: 

Books,” NBC, staff. 
Commercial announcements. 


M 


coverage: Chica 


“Carnival 


Inter- 


Miehle Printing Press & 


Co. 
D. Searle & Co. 


oO. 
Light and motion: Webster-Chicago 


“The Silver Eagle,” 
General Mills Inc., Jewell Radio & TV 


“News on the eke Temper- 
Virginia Gale 


public service: “The Seventh 


| Adhesive Products, George H. Hartman, 
Local spots: Ray O’Connell Chevrolet, 
George H. Hartman. 

TELEVISION 


Programs. 

Network children’s: Kukla, Fran & Ol- 
lie, ABC-TV. 

Local children’s: ‘‘Romper Room,” Wal- 
green Co., WGN-TV. 

Documentary: “This is the Midwest,” 
Harris Trust Co., WBBM-TV. 

Dramatic: “Hawkins Falls,’”’ NBC tele- 
vision, staff. 

Network educational: ‘‘Zoo Parade,” 
NBC television, staff. 

Local educational: “Of Medical Matters,” 
WBKB, staff. 

Public service: “‘The Doctor Answers,” 
Herbert S. Laufman & Co., American 
Medical Assn. 

Interview: 
WBKB, staff. 

Musical: ‘Mahalia 
National Clothing Co., Martin J. Kelly, 
Chrysler-Plymouth dealer, WBBM-TV. 

News and commentary: “Julian Bentley 
and the News,” Shell Oil Co., WBBM-TV. 


“Studs Terkel’s Briefcase,” 


Jackson’ Sings,” 


Chicago Sun-Times, staff. 


Weather: “Clint Youle the Weather- 
man,” WNBQ, staff. 

Commercials: 

Animation, ID: ‘Jays Potato Chips,” 


Jay’s Foods, Inc., Olian & Bronner Inc. 


Sports: “Championship Bowling,” 
WNBGQ, staff. 
Variety: “In Town Tonight,” Borg 
Warner Corp., Magikist Rug Cleaners, 
WBBM-TV. 

Women’s: “Women and the World,” 


Animation, 20's: “ADA Milk Announce- 
ment,” American Dairy Assn., Kling Film 
Studios. 
Animation, 60’s stop motion: “Alka 
Seltzer Cities Service,” Miles Laboratories, 
Geoffrey Wade Advertising. 

Full animation, 60’s: “Red Heart Dog 
Food,” John Morrell & Co., Kling Film 
Studios, Campbell-Mithun Inc. 


Flakes,.”” Kellogg.Co., Leo Burnett. 


day Series,” Helene Curtis 
Earle Ludgin & Co. 
Dramatized, 60's: 
Products Co., General Foods, FC&B 
Dramatized, 20’s: 
ston Purina Co., Sarra Inc. 


try Watches,” Elgin National Watch Co. 
Young & Rubicam Inc. 


Giant Co., Leo Burnett Co. 


Mirrors,” Hamilton Glass Co., Herbert S 
Laufman Co. 

Network live commercial: “Macbeth,’ 
on “Hall of Fame,’ Hallmark Cards Inc. 
FC&B. 


CIAA Elects Quinten Kenny 


Partial animation, 60's: ‘Kellogg Frosted 


Dramatized, over 60’s: ‘European Holi- 
Industries, 


“Kool Aid,” Perkins 
“Chick Startena,”’ Ral- 


Straight-sell, over 60’s: ‘Town & Coun- 


Straight-sell, 60’s: “Corn Niblets,”’ Green 


Local live commercial: ‘“‘Lady Hamilton 


| Smith & Ross, Ist v.p.; Ray M. 
| Wall, Waldie & Briggs, 2nd v.p.; 
Lincoln R. Samuelson, Lake Pub- 
lishing Co., 3rd v.p., and James E. 
Borendame, Acme Steel Co., sec- 


retary-treasurer. 


Arvin Slates Heater Drive 


Arvin Industries, Chicago, will 
support its new portable electric 
heater line with an intensive ad- 
vertising and promotion program 
slated to begin Oct. 1 and run to 
Christmas. Five magazines—Farm 
Journal, Ladies’ Home Journal, 
Parents’ 
Farmer and The Saturday Eve- 


, 


paign. 


Magazine, Progressive | 


ning Post—will carry the cam- 
Color ads on the Arvin 
'Lectric Cook also will appear in 
fall issues of Good Housekeeping. 
Quinten Kenny, Lindberg Engi- An earlier promotion to dealers 
neering Co., has been elected pres-| begins this month and includes 
ident of the Chicago Industrial Ad-| flashing light displays, five-piece 
vertisers Assn. Other new officers} window trim kits, local newspaper 
include W. R. Ceperly Jr., Fuller &| ad mats and other material. 


‘vount s4°5~ BAYONNE IS 
A BEEHIVE OF 4 
INDUSTRY & 


TEXAS O1L 
—__ BEST _ F0008 _ 
_ESSO STANDARO 


._ INTERNATIONAL Mt 
L_ MAIDENFORM BRAS = : 
ENGLANDER CO., INC <i 

Over 90 diversified industries are located 
in Bayonne, a thriving community of 
79,600 citizens. It is the home of m 

many famous products from Bathtubs 
Brassieres or Doll-parts to Dry-docks. Per 
family effective buying income in Bay- 
onne is 21% more than the national aver- 
age with Retail Food Sales 28% higher 
than the average. 


THE PENINSULA OF INDUSTRY 


Bayonne 


~ cannet be sold from the outside” 
THE 


BAYONNE TIMES 
BAYONNE, NEW JERSEY 

Nationally 

Represented by 


BOGNER & MARTIN 
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Network spots: “Mystik Tape,” Mystik 


copYRIGHT 19 


wholesalers in America. 


S4— NATIONAL RETAIL 


BIGGEST IMPACT CAMPAIGN EVER SCHEDULED © 
(43 advertising pages in one issue of the Post) 


PAYS OFF FOR 1955 irha HARDWARE WEEK 
... Participating Stores’ Sales UP 14.98% 


ARDWARE ASSOCIATION 


He's MOTIVATED —Plenty... 


irha Hardware Week, the largest, most successful national promotion of 
its kind ever staged, is only one of the expanded activities and services of 
the National Retail Hardware Association that are providing almost un- 
believable sales motivation for the most successful hardware retailers and 


He's ACTIVATED—Easily... 


He gears his sales activity to the editorial and advertising pages of Hard- 
ware retailer. More and more advertisers* are activating this motivated 


market for their products through Hardware retailer. 


* Advertising pages UP. First quarter reports show an increase of 
more than 10% of Hardware retailer, The Industry Magazine. 


the ndustry magazine 


Published by the MATIOMAL RETAIL HARDWARE ASSOCIATION 
964 NORTH PENNSYLVANIA STREET, INDIANAPOLIS 4, INDIANA 
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ATLANTIC CITY IS BIGGER THAN YOU THINK! 
This Metro Area of 140,000 Population Ranks— 
* First in U.S. per family food sales 
* First in U.S. per family retail sales 
* Sixth in U.S. per family apparel sales 


* Second in eastern U. S. per family drug sales 
* (Source—1955 Survey of Buying Power Metropolitan County Areas) 


The only newspaper that gets into the homes 


Atlantic City Press 


++. covers New Jersey's 
best Big-City market! 
Rolland L. Adams, Publisher 
De Lisser, Inc., National Representatives 


Advertising Age, June 13, 1955 


Agency for Whom—Medium or Advertiser? 
Answer Is Called Clue to Anti-Trust Action 


New York, June 7—Commenting 
on the government’s anti-trust 
suit against major publishers’ as- 
sociations, “The Value Line,” in- 
vestment survey published by Ar- 


nold Bernhard & Co., investment 


adviser, in its current issue pre- 
dicts: 

“If the publishers think they 
would lose the suit, a consent de- 
cree might be forthcoming within 
a year. 

“If the associations want to fight 
the case, it might be in the courts 
for years.” 

The investment house believes 
that the government’s main con- 
cern is over the 15% agency com- 
mission. If such is the case, it says, 
“a knotty problem arises. Is the 
agency working for the medium, 
the advertiser, or for itself?” 

The agency acts as agent to the 
advertiser, the article points out, 
“but, like a broker, gets paid by 
the medium. If the courts agree, 


——— 


Better Living 
means Better Looking 


Millions of women look to BETTER LIVING for bright 
ideas on beauty. They regularly get help like Beauty In The Sun, 
a June issue BETTER LIVING feature that creates special interest in 


ak 
aoe 


beauty aid products for better Summer living. And, as reader-interest turns to action, 


the sale and use of these products will mean new business in the millions. 


2,300,000 women buy BETTER LIVING 
at independent super markets every month 


Beller Living | 


The Officially Endorsed 
Magazine of the 
Super Market Institute 


then even if the government won 
the suit, it could not prevent the 
medium giving commissions to its 
brokers. 

“If, however, the court decides 
that the agency is paid by the ad- 
vertiser, then the government could 
stop the publisher from charging 
gross rates to the direct advertiser 
and net rates to the agency.” 


® Considering the effect if the 
government should win its suit, the 
investment house says that “since 
the advertiser could save the 15% 
commission by placing his own ad- 
vertising instead of using an agen- 
cy, he would probably attempt to 
create his own advertising program. 

“For the 100 largest advertisers, 
this might result in substantial 
savings. For the smaller advertisers 
it might prove costly, since they do 
not have the facilities. 

“However, assuming that most 
advertisers would prefer to do-it- 
themselves, the publishers would 
collect 100% of the gross rate from 
them, rather than 85% as is now 
the case with business derived 
from agencies. On the other side 
of the coin would be higher costs. 

“Currently the publishers solicit 
an agency, which represents nu- 
merous accounts. If direct adver- 
tising assumes major importance, 
the publisher would have to solicit 
all the individual companies, and 
the cost of getting business would 
rise sharply. 

“Thus, it now appears,” the arti- 
cle says, “that a consent decree or 
a decision for the government 
would result in higher revenues 
almost fully offset by higher costs.” 


® Concerning current develop- 
ments in the magazine publishing 
field, “The Value Line” points out 
that “because television affords 
closer contact between consumer 
and product, advertisers continue 
to favor tv with most of the in- 
creases in their advertising budgets. 

“During the first quarter of 
1955,” it says, “while total adver- 
tising revenues were rising 12% 
above the figure for the first three 
months of 1954, tv ad revenues 
gained 36%. For the same period, 
general magazine advertising fell 
off 4%, while weeklies rose 7%. 

“When we consider that much of 
the improvement in weekly publi- 
cations is attributable to rate in- 
creases rather than higher space 
sales, the comparison with tv be- 
comes even more unfavorable. 

“However,” the article continues, 
“even though the publishers’ slice 
fof the advertising melon was 
smaller, most of the companies in 
this group were able to report high- 
er sales for the first quarter be- 
cause the melon was larger. The 
profits picture was less favorable, 
with higher wage and material 
costs offsetting the increase in 
sales.” 


® “The Value Line” asserts that 
prospects for the year are bright. 
“Business activity is at a high 
level,” it says, “and the trend of 
capital expenditures is rising, after 
a decline which terminated in the 
first quarter of this year. 

“Sueh economic conditions could 
reasonably be expected to generate 
a 10% increase in total advertising 
for the full year, over 1954,” says 
the publication. It predicts general- 
ly higher sales and earnings for 
most publishing stocks. 


Talley Advertising Bows 

Tom Talley Advertising has 
opened offices in the Schmidt 
Bldg., Cincinnati. Officers are 
Thomas M. Talley, president; Lar- 
ry Deutenberg, v.p. and art direc- 
tor; Tom Birch, treasurer and cli- 
ent services, and Jack Baehner, 
secretary and production manager. 
John J. Fey will head the copy 


department. 
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Advertising Age, June 13, 1955 


Ad Costs Climb; 
Up Another 5% 
Since ‘53 Study 


(Continued from Page 1) 


stable. The previous AA studies— 
in 1946, 1948, 1951 and 1953— 
showed that advertisers’ cost per 
reader or listener had gone up far 
less than other general costs since 
prewar days. 

The years immediately follow- 
ing the war saw a great growth in 
circulation of the media, and these 
gains went far toward offsetting 
the higher charges to advertisers. 
It is only in the past few 
years that cost increases have 
begun to markedly outstrip circu- 
lation gains. AA’s last study found 
that cost-per-1,000 increased 5% 
in 1952 alone. 

2. It should always be remem- 
bered that, while cost trends are 
of vital concern to the advertiser, 
the effectiveness of advertising is 
measured not by how much cir- 
culation can be bought but by the 
amount of sales produced. And 
there is ample evidence that on 
this score, the advertising dollar’s 
efficiency has improved notably. 


Newspapers 


The cost of reaching consumers 
through newspapers increased 
sharply between 1953 and 1955. 
Circulation declined, while rates 
went up. 

AA analyzed data for newspa- 
pers published in 25 major cities: 
Philadelphia, St. Louis, Detroit, 
Houston, Los Angeles, Miami, New 
York, Chicago, Cleveland, Cincin- 
nati, Milwaukee, Kansas City, Se- 
attle, New Orleans, Atlanta, Wash- 
ington, Baltimore, Minneapolis, St. 
Paul, Buffalo, San Francisco, Oak- 
land, Boston, Pittsburgh and Port- 
land, Ore. 

At the start of 1953, there were 
68 papers in these markets. Today 
there are 66. The Los Angeles 
News and Washington Times-Her- 
ald have either died or been ab- 
sorbed, a phenomenon consistent 
with the national trend. 


= Latest reports to the Audit Bu- 
reau of Circulations show that the 
daily papers in these 25 cities now 
have a combined weekday circula- 
tion of 23,548,418. The comparable 
figure two years ago was 23,594,- 
970. This is a loss of 46,000, but 
the surviving Los Angeles papers 
may wipe it out by picking up old 
News readers. 

Despite the lack of circulation 
growth and the demise of two pa- 
pers, the combined advertising 
rate in these cities has increased 
by 4%. Today it would cost an 
advertiser $57.24 to buy an agate 
line in all 66 papers, whereas the 
charge was only $55.19 in 68 pa- 
pers in 1953. 

Summarizing this data, we find 
that the milline rate in 1953 was 
$2.34; today it is $2.43. Cost-per- 
1,000 increase is 4%. 

(Standard Rate & Data Service 
reports that in 1954 rate increases 
were announced by 332 of the 
1,590 papers listed in SRDS’ News- 
paper Rates & Data. The average 
increase per newspaper was 12.2%. 
Only two papers reduced their 
rates.) 


= Turning to Sunday _ editions 
(where an advertiser gets more 
circulation for his dollar) AA 
found costs going up even more 
rapidly than in the weekday edi- 
tions. 

In 1953, when there were 49 
Sunday papers published in these 


25 cities, combined circulation was 


26,516,562. In 1955, with 48 papers 
publishing, Sunday circulation 


| $52.83. The milline rate has thus 
jumped from $1.92 to $2.04, result- 
ing in a cost-per-1,000 increase of 
6%. 


Grommet Corp. Finds Its Costs Rise 16%, 


CoonsKIN, TENN., June 7—Crockett Mfg. Corp., a maker of fur- 
trimmed grommets, ran a national ad drive in the spring of 1953. 


25 


Magazines 


Since 1953, magazines have in- 


The company placed 1,000-line ads in ten big metropolitan dailies 
and full pages in eight leading consumer magazines. This was 
supported by a half-hour evening program, “Ol’ Betsey,” on a major | 
television network and minute radio spots in 75 top markets. 

The schedule was rounded out with a full page in two farm maga- | 
zines and a full poster showing in 12 major markets for one month. | 

The campaign sold grommets galore, and this year the ad man- | 
ager, Oliver Cromwell, decided to repeat the schedule exactly. Here 
is how his budget looked in 1953 and 1955: 


1953 1955 

Ten newspapers $10,300 $11,160 

Eight magazines 90,080 97,890 

Two farm magazines 10,200 11,020 

Network television* 37,000 47,000 
Spot radio** 2,350 2,700 | 
_Outdoor 46,500 51,600 | 
Total $190,430 $221,370 | 


Increase required to maintain budget: 16% 
*Weekly gross time charges. 
**Cost for one station one time. 


| 


Meanwhile, the combined flat 
line rate has gone from $50.97 to 


available to advertisers has de- 
clined to 25,888,008. 


| <> Toronto DALY SH 


your reach 452 576 


“How do you keep production + so steady?” 


oe eens Seer rae reece 


One reason: United Air Lines Air Freight 


In order to maintain tight control over production 
schedules and prevent costly pile-ups of surplus material, 
many manufacturers now include fast, dependable 
United Air Lines Air Freight in their regular day-in, 
day-out operation. In this way production can be 
closely related to sales and inventory control, and the 
subsequent close timing pays off in real economy. 
The most convenient way to make the most of 
air freight is to use United’s Reserved Space Air Freight 
plan—which only United offers on all equipment. Reserved 
Air Freight moves on most of United’s 254 daily Mainliner® 
flights and is offered after consideration of mail and express 
needs. Ask your nearest United office about its distinctive 
advantages. Or write for new booklet, “Industry’s Flying 
Partner”: United Air Lines, Cargo Sales Dept. K-6, 
5959 S. Cicero Ave., Chicago 38, Illinois. 


AIR LINES 


New world-wide Reserved Space Air Freight service available to 84 countries 
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creased their over-all circulation| duction costs are also considered.|that an evening sponsor in net- 


significantly. However, their rates 
have advanced even more signifi- 
cantly; advertisers have to shell 
out more today to reach the aver- 
age reader. 

AA’s study covers 44 leading 


consumer books. Their combined | 
‘was $14,255. Its tabulation of 180 


circulation has risen from 83,047,- 
000 in 1953 to 88,111,000 in 1955, a 
gain of 6%. On the other hand, 
their aggregate b&w page rate has 
risen markedly, from $279,380 to 
$303,515, an increase of nearly 9%. 

This means that advertisers must 
ray nearly 3% more dollars for 
every 1,000 readers than they did 
in 1953. The rate per 1,000 readers 
for a b&w page in all 44 magazines 
is now $3.46; in 1953, it was $3.37. 

(Standard Rate & Data Service 
reports that in 1954 rate increases 
were announced by 109 of the 553 
magazines listed in Consumer 
Magazine Rates & Data. The aver- 
age increase per magazine was 
18%. Fifteen magazines lowered 
their rates.) 


Television 


The United States had approxi- 
mately 20,000,000 television homes 
at the start of 1953. 

Two years later, at the start of 
this year, there were more than 
30,000,000 tv families. 

Figures prepared by A. C. Niel- 
sen Co. show that whereas the 
average evening program on net- 
work tv reached 2,655,000 homes in 
January, 1952, it reached 3,924,000 
homes in January, 1953, 4,174,000 
in October, 1953, and 4,923,000 in 
October, 1954. 

This tremendous audience ex- 
pansion has been accompanied by 
mushrooming of stations and by 
the inevitable rate increases. 

Time costs, however, have not 
galloped as fast as the audience. 
CBS is now charging $47,205 gross 
for a half-hour of evening time on 
its 94 interconnected stations. Two 
years ago the tab was $37,780 on 
only 81 stations. NBC’s gross rate 
for an evening half-hour is now 
$58,105 on 156 interconnected sta- 
tions. Two years ago, with only 73 
stations, NBC charged $35,295. 


® Considering only time charges 
and circulation growth, we find 
then that television’s cost-per- 
1,000 actually has decreased. 

The picture is not so encourag- 
ing, however, when talent and pro- 


PIONEER 


| BALLOONS 


Cosmetics 


Smart Cosmetic Producers 

Use Balloons to... : 
° poe new beauty A 
® Sell their brand to women SS 


with children. 


© Get dealer support of their brand as part 
of store promotions. 


PIONEER Qualatex Balloons 


©@ are inexpensive, easy to insert « 
in package or tie on 


@ have real toy value as 
premiums 


® carry name of your cosmetic 


— 
wherever kids take them 
Get ideas, samples and . 
imprint information 
from our Premium Dept. 


* 


For the fact is that these costs have 
skyrocketed. Many advertisers to- 
day pay as much for production as 
for time. 

In Variety’s tabulation of 151 
network shows for the 1952-53 
season, the average program price 


current programs yields an aver- 
age price of $28,170—a jump of 
almost 100%. 


® The higher production costs 
negate any cost-per-1,000 improve- 
ment shown in the analysis of cir- 
culation and time charges. A. C. 
Nielsen Co., for example, estimates 


work tv paid $10.71 to reach 1,000 
homes in October, 1953, and $10.98 
to reach the same number of homes 
a year later, in October, 1954. In 
other words, a cost-per-1,000 gain 
of more than 2%. 

In spot tv, where production 
costs are not such a large factor, 
the advertiser’s cost-per-1,000 has 
undoubtedly gone down. 

Stations have, of course, raised 
their rates—Standard Rate & Data 
Service reports that 137 tv sta- 
tions increased their rates an aver- 
age of 25% in ’54—but these boosts 
have been more than compensated 
for by increased circulation. 


in the seven markets where there 
are 1,000,000 to 2,000,000 sets. Ac- 
cording to data published by Tele- 
vision, the average hour rate in 
these large metropolitan markets 
shot up 14.1% last year. 


Radio 


The multiplicity and inadequacy 
of broadcast measuring rods pose a 
mighty obstacle to anyone study- 
ing cost changes, but out of the 
morass of conflicting ratings, 
claims, counter-claims and compli- 
cated, discount-ridden pricing sys- 


Costs have gone up most sharply | 
| trends: 


Advertising Age, June 13, 1955 


tems come certain discernible 

1. Depletion of the radio audi- 
ence continues. Despite an increase 
in the number of sets owned in the 
country, A. C. Nielsen Co. finds 
that radio home hours per day de- 
clined from 143,100,000 in 1952 to 
125,800,000 in 1954—a drop of 
12%. And radio usage per home 
declined from 3 hours and 16 min- 
utes a day in 1952 to 2 hours and 
42 minutes last year—a drop of 
18%. 

2. The network audience has 
suffered the greatest erosion, par- 
ticularly in the evening hours. 
Nielsen reports show that the once- 


Cram sessions...to make 


The investment of $405 million* in businesspaper advertising 
last year wasn’t peanuts. In fact, it was more than advertisers 
spent in all the weeklies...or in all the women’s, general and 
farm magazines combined! That puts a hefty responsibility on 
the business press to move a whale of a lot of goods. 


On that score, businesspapers start with a long lead, for 
all good selling is specialized...and nothing specializes like the 
business press. Businesspapers sift out specific prospects for 
specific products and “‘set them up” for selling by sharply 
aimed editing that creates active buying interest. No other 
medium does this job so well—or at anywhere near so low a cost. 


Yes, businesspapers do a big sales job. But they can’t stand 


Pix from app’s Annual Eastern 
Conference. . .just one day’s clinics! 
ABP members turn out again and 
again for work sessions like these 
... from coast to coast. 
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Advertising Age, June 13, 1955 


a-week evening programs (“You 
Bet Your Life,” “Lux Radio Thea- 
ter,” Jack Benny) have sustained 
a crushing audience loss of 50% 
in the past two years. Their aver- 
age audience in early 1955: 1,250,- 
000 homes. 


least 85% of the listeners they 
had two years ago. Nielsen meas- 
urements for early 1955 show an 
average audience of about 1,700,- 
000 homes—higher than the eve- 
ning audience. 

5. Network time costs have ac- 
cordingly been trimmed. They are 
= 3. The multi-weeckly evening) now about 15% less than they 
programs (“One Man’s Family,” | were in 1953. An advertiser buy- 
“Amos ’n Andy”) have fared|ing a half-hour evening show for 
somewhat better. They have lost|52 weeks got reductions like this 
only 30% of their audience since! (in weekly net costs): 


1953 and are now down to about 1953 1955 
a 1,000,000-home average. NBC $8,300 $6,800 

4. Daytime network is making CBS 8,800 7,300 
the best fight. The weekday soap ABC 7,100 5,700 
operas have apparently retained at MBS 6,800 6,300 


6. Network daytime costs have) 


9. There is more “spot” or short-| 


27 


11. In summary, network radio’s 


generally remained firm. | period listening. The number of| cost-per-1,000 is up considerably, 


automobile radios has increased 

= 7. Talent and production costs) from 24,000,000 to 29,000,000 in the 
in network radio have been shaved! past two years. Nielsen’s first re- 
to a point where it’s difficult to see| port on car listening showed that 
how they can be cut further. Ra-| on weekends the automobile audi- 
dio’s highest-priced show is now ence went as high as one-third of 
the hour-long “Lux Radio Theater” the home audience. 
at $12,000. Average price of a half- 
hour dramatic program: $4,000. A) # 10. Local time rates show great 
15-minute daytime serial: $2,800.| inertia, except that a number of 

8. Local station audiences have) stations have increased their day- 
held up well. Recent surveys in-| time rates to the evening level. 
dicate a growing listener prefer-| However, the advertiser making 
ence for local programs. Individual| volume purchases in spot radio has 
stations are delivering substantial) little difficulty arranging money- 
early morning circulation. saving deals. 


-*405 million sell more! 


still. To grow, a good businesspaper must keep getting better. 
That’s why ABP members (like those in the pix below) turn 
out again and again for hard-work clinic sessions. They have 
a double spur driving them to go on improving their pub- 
lications: all ABP papers are paid circulation ABC audited; 
they’ve got to earn both readers’ dollars—and ad dollars. The 
two go together, of course. The better the publication, the more 


sell it puts behind advertising. 


*Space and production. Source: McCann-Erickson, Inc. for Printers’ Ink. 


THE ASSOCIATED BUSINESS PUBLICATIONS 
Founded 1906 + 205 East 42nd Street, New York 17, N. Y. 


... better businesspaper advertising 


ot ea 


SEND FOR THESE NEW AD-HELPS: 


Leading Businesspaper Advertisers of 1954... 
ABP’s fourth annual report, covering expenditures of 
1400 leading businesspaper advertisers, gives you a 
yardstick to measure your own ad-efforts. $3.00 per copy. 


Awards for Advertising in Business Publica- 
tions... Analyses of winning campaigns in ABP’s 
1955 advertising contests . .. guides to creating better 
businesspaper advertising. Two booklets: one for ‘‘mer- 
chandising” papers; the other for “industrial” pub- 
lications. 

New Opportunities for Multiplying Progress... 
an address by Ralph J. Cordiner, President, General 
Electric Company, at ABP’s Annual Eastern Confer- 
ence. A challenging look ahead, with suggestions for 
areas of action by men-in-business...right now! 


| Afternoon conference fia 


Beene) §Sales management fam 


at least 10%. Cost-per-1,000 is up 
| in spot radio also, but not as much. 
A dollar still buys a lot of circu- 
| lettons in this medium. 


Business Papers 


| 
Advertisers in business papers 
/must also pay a higher tariff today. 

During the past two years, 50 
business papers studied by AA 
have increased their rates by an 
average of nearly 10%. Their cir- 
culation has also increased, but 
only by an average of 5%. Result: 
the advertiser’s cost-per-1,000 is 
up 4%. 

The 50 papers picked by AA as 
representative of the field include 
20 industrial magazines, 15 trade 
publications, ten in the class group 
and five export publications. 

Latest statements to the Audit 
Bureau of Circulations and the 
Business Publications Audit show 
that the 50 papers now have a 


Readers 


Dominant and almost 
complete one-paper cover- 
age of this great market 
on every Buying day. 


Results 


Positive sales results as- 
sured by 92% circulation 
concentration in all-im- 


portant Cuyahoga County. 


Research 


Continuing Cleveland 


Press market research 


gives a quick and sure 


measurement of those ad- 


vertising results 
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Shifting Audiences, Circulations Challenge Admen 


Percentage Changes in Media Costs-per-1,000: 1953-1955 
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DAILY NEWS PAPERS 
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MAGAZINES 
NETWORK TV 
NETWORK RADIO 
BUSINESS PAPERS 
FARM MAGAZINES 
CAR CARDS 
OUTDOOR 


16% 


WHOLESALE PRICES [0% 
COST OF LIVING 
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combined circulation of 1,300,550. 
In 1953, their total circulation was 
1,236,425. 

A b&w page placed in all the 
papers would cost an advertiser 
$19,135 (at the 12-time rate). Two 
years ago it would have cost only 
$17,442. 


Farm Magazines 


Six leading farm publications 
have held the cost line fairly 
steady in the past two years. The 
six—Better Farming, Capper’s 
Farmer, Farm & Ranch-Southern 
Agriculturist, Farm Journal, Pro- 
gressive Farmer and Successful 
Farming—showed a combined cir- 
culation of 10,306,000 at the start 
of 1953. According to their most 
recent audits, circulation has in- 
creased to 10,755,000, a gain of 4%. 

Rates have also advanced—by 
an average of 5%. In 1953, an ad- 
vertiser could run a b&w page in 
all six magazines for $30,225. To- 
day the cost is $31,790. 

Cost-per-1,000, based on page 
rates, has thus risen from $2.93 to 
$2.97, an increase of 1.5%. 


Outdoor 


The Traffic Audit Bureau has 
not done a full-scale audit of na- 
tional outdoor advertising in more 
than three years, and up-to-date 
circulation figures therefore are 
unavailable for cost-per-1,000 
comparisons. 

Straight costs for poster service 
have increased by 10% since 1953. 
To cover all U. S. markets with 
full showings, an advertiser would 
have to pay $615,104 a month to- 
day, compared to a monthly cost 
of $559,422 two years ago. 

Costs in the major metropolitan 
markets show the same trend over 
the past two years—up about 10%. 

Outdoor representatives claim 
the medium’s cost-per-1,000 has 
remained stable. They point to 
greater population, a 10% gain in 
gasoline consumption since 1953 
and a 9% increase in motor ve- 
hicle registrations. 


Car Cards 
Advertisers using 


car cards 


The NATIONAL TOY JOBBER — Quick, sure way to get toy distribution. 
Circulation includes 6,500 toy wholesalers, 2,000 toy manufacturers, 
600 sales reps. The only trade paper giving blanket coverage of the 
wholesale toy field, manufacturers and reps. All. ads keyed to Reader 


Service Card. 


SOUTHERN TOY JOURNAL—Over 4,700 circulation in the big 14- 
state Southern toy market covering all retail, chain, dept. store and 


- wholesale outlets. Read 
P. C. Box 4411 

Pine & Luckie Sts. 

Atlanta, Ga. 


545 Fifth Avenue _ 
New York 17,N.Y. _ 
Murray Hill 7-6865 


should be aware of this: riding 
on public transportation systems is 
in a tailspin. It has been declining 
for a number of years. 

AA checked 18 large metropoli- 
tan centers and found traffic down 
almost everywhere. ABC state- 
ments show that the total number 
of monthly rides in these cities de- 
clined from 701,350,000 to 622,- 
142,000 during the past two years. 
This is a decrease of 11%—and 
the 1953 passenger figure was off 
8.3% from 1952. 


® Rates are not down, however. 
Current rates for full service are 


up an average of 3% over 1953. 

All of this adds up to a whop- 
ping 16% cost-per-1,000 hike since 
1953. 

Markets checked in this survey 
are: Birmingham, Los Angeles, 
San Francisco-Oakland, Denver, 
Chicago, Indianapolis, New Or- 


leans, Boston, Detroit, Minneapo- 
| ts -St. Paul, St. Louis, New York, 
Cleveland, Philadelphia, Dallas, 
|Salt Lake City, Seattle and Mil- 
waukee. 


Direct Mail 
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Advertising Age, June 13, 1955 


$70 per 1,000 in 1953 

$72 per 1,000 in 1955 

In other words, he sees a cost- 
per-1,000 increase of 3% in the 
past two years. 


Art & Production 


Attracted by the low cost-per- 
1,000, advertisers have been mak- 
ing increasing use of this medium 
in recent years. Direct mail vol- 
ume is believed to be at a record 
high right now. 

Costs are generally on the up- 
swing. Labor and paper both cost 
more. Skilled help is difficult to 
obtain. 

Direct mail users have been try- 
ing to reduce their expenses by 
various cost-cutting devices, in- 
cluding substitution of No. 9 en- 
velopes for No. 10, cropping art 
work, 74x10 letters instead of 
842x11, lighter-weight stocks, re- 
use of materials and gang runs. 


® In 1953, the Direct Mail Adver- 
tising Assn. reported that the 
third-class mail audience could be 
reached at a cost-per-1,000 of $70. 

Accepting this figure as a basis 
for comparison, Philip E. Johnson, 
circulation production coordinator 
at Time Inc., told AA he would 
estimate his cost changes as fol- 
lows: 

$40 per 1,000 in 1940 

$51 per 1,000 in 1945 

$65 per 1,000 in 1952 


No. 100 Poster Coverage in 12 Major Markets 
Number of Posters Cost Per Month 
1953 1955 1953 1955 

Manhattan & Bronx .........00 142 140 $ 5,880 $ 5,950 
(General Outdoor Ady. Co.) 
Brooklyn .... 120 120 4,380 5,040 
(General Outdoor Adv. Co.) 
Long Island Market ................ 100 90 3,500 3,780 
(General Outdoor Adv. Co.) 
Chicago 160 160 6,000 6,960 
(General Outdoor Adv. Co.) ; 
Philadelphia Market ................ 108 108 3,780 4,320 
(General Outdoor Adv. Co.) 
Los Angeles Market ................ 158 162 6,540 7440 
(Foster & Kleiser) 
Detroit Market ..........:cccccecesees 96 92 3,696 3,888 
(Walker & Co.) 
Washington Market ................ 36 36 1,080 1,332 
(General Outdoor Adv. Co.) 
Cleveland District ................0 76 72 2,620 2,850 
(Central Outdoor Adv. Co.) 
Pittsburgh District .................... 90 90 3,600 4,050 
(Pittsburgh Outdoor Adv. Co.) 
Baltimore District ...............000. 60 60 2,250 2,400 
(Morton Co.) 
SS aT 100 96 3,250 3,600 
(General Outdoor Adv. Co.) 

BT Jacecthaliccsescnes 1,246 1,226 $46,576 $51,610 


Agency art directors and pro- 
duction managers surveyed by AA 
reported unanimously and bitterly 
that costs still seem to be climbing. 

Typical off-the-cuff reactions 
were: “What I think about costs I 
couldn’t tell you over the phone.” 
“I know they’re not lower, that’s 
for sure.” 

Previous studies, conducted by 
AA in 1953 and 1954, demonstrated 
conclusively that art and produc- 
tion costs have zoomed 100% since 
World War II. Labor and materials 
have skyrocketed in price. 

In the past two years, however, 
the advance has been checked a 
bit. At least, it is no longer un- 
bridled. Costs, instead of leaping, 
only inch forward. 


= Many elements of production 
have remained stable in price re- 
cently. Others continue to creep up. 
One item which costs more today 
in New York is type composition. 
In 1944, the scale rate was $5.30 
an hour. By 1953, it was $10.20, 
and last year it rose to $10.70. 

Just how cost-conscious adver- 
tisers are can be seen readily from 
a recent survey of 322 print buyers 
conducted by Advertising Require- 
ments. Asked what considerations 
determine choice of a “regular” 
printer, 43.3% said, “quality,” but 
30.4% checked “price.” 

And to the question, ““Which fac- 
tors determine choice of produc- 
tion method?” 48.8% replied “cost,” 
while only 33.4% checked “qual- 
ity.” 


Triangle Buys WNBF 

Triangle Publications Inc., Phila- 
delphia, has purchased WNBF and 
WNBF-TV, Binghamton, N. Y., 
from Clark Associates Inc. Trian- 
gle operates WFIL (am and fm) 
and WFIL-TV, Philadelphia, and 
owns 50% interest in WHBG, Har- 
risburg. The company, headed by 
Walter H. Annenberg, editor and 
publisher of the Philadelphia In- 
quirer, also publishes TV Guide, 
Seventeen and several other maga- 
zines. 


‘Sportsmen's News’ Changes 
Sportsmen’s News, Chicago, 
which has been published in news 
tabloid format, will go to standard 
magazine size beginning with the 
August issue, on sale the middle 
of July. News content and style 
will be maintained in the new size. 
The publication formerly was ti- 
tled Midwest Sportsmen’s News. 
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2,200 more pages 


of magazine advertising were used by companies selling 
to business and industry in 1954 than in 1951 


658 


pages were placed in 
all other magazines 
measured by Publishers 
Information Bureau 


Nation's Scliness, vas for the same period 
‘Newsweek and Time — 


It's good business to buy 
on a rising market. 


Just as the business and industrial advertisers 
put the lion’s share of their increased magazine 
advertising in ““U.S.News & World Report,” 
so, too, did the consumer advertisers. 
“U.S.News & World Report” led its field in 
consumer page gains for the same period. 


Advertising Offices: 

30 Rockefeller Plaza, New York 
20, N. Y. Other offices in 
Boston, Philadelphia, Cleveland, 
Detroit, Chicago, St. Louis, 

San Francisco, Los Angeles, 
and Washington. 


Americas Class News Magazine 


Now more than 725,000 net paid 
circulation—a market not duplicated by 
any other magazine in its field. 
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Beer Drinkers Are 
Gone, but Empties 
Help Sell Arrow 77 


BALTIMORE, June 8—Empty beer 
glasses, still flecked with foam, 
are being used by Globe Brewing 
Co. in an unusual “man who 
wasn’t there” advertising cam- 
paign for its Arrow 77 beer. 

The drive, which is using Balti- 
more dailies, is being handled by 
A. W. L. & Golnick Associates, the 
Globe agency. 

In the ad series, the usual smil- 
ing model, quaffing the usual full 
glass of beer, is missing. Instead, 
in natural settings—bar, country 
clubs, barbecue, airport, yacht 
club—the ads show Arrow 77 bot- 
tles—obviously empty—near tall 
glasses that have, likewise obvi- 
ously, just been drained. 

Theme headline of the series is 


| The totks who drank here know great beer 


Pree fone ot Tastee 2 elle “apcen Aawe tap Sarin lepsoting. 


With that rxtee aieg owt really bite the sport a 


soe ae Be Site Bis cr0n ue A Hina : i t 


“The Men Who Drank Here Know 
Great Beer.” The reader is left to 
imagine the satisfying pleasure ex- 
perienced by those who just 
downed the cool, refreshing brew. 


® The photos are candids, enlarged 
to occupy nearly three quarters of 
the near-page-size ads. The set- 
tings are authentic and are chosen 
to characterize drinkers who know 
their beverage. 

No bottle or signature appears 
on the page in the logotype space, 
other than a neat small identifi- 
cation of the brewer, in order to 
emphasize the news effect of pic- 
ture and caption. Reliance for in- 
stant identification is placed on 
the clarity of the dominating pho- 
tographs and the bold new Arrow 
77 labels. 


Macaulay Publications 
Launches ‘Atomic Age’ 

The first controlled circulation 
monthly trade magazine for those 
engaged in atomic development, 
Atomic Age, will be issued Nov. 
15 by Macaulay Publications, Bir- 
mingham, Mich. The new publica- 
tion will cover new products, de- 
signs and developments in the nu- 
clear field and will be dedicated 
editorially to “President Eisen- 
hower’s plan for developing the 
peacetime use of atomic power.” 

It will be sent to 11,250 U. S. 
and Canadian engineers, scientists, 
professional and management men 
active in the field. Distribution to 
scientists in other countries (ex- 
cept those in the Russian zone) 
will be made on a postage-cost- 
only basis. Rates will be an- 
nounced shortly. 


Miles Labs to Buy ‘Fibber’ 
Miles Laboratories Inc., Elkhart, 
Ind., will drop its present NBC 
radio show, “Break the Bank,” and 
pick up “Fibber McGee and Mol- 
ly,” beginning Monday, June 27. 
The NBC comedy will be heard 
Monday through Friday at 11:45 
a.m. EDT. Geoffrey Wade Adver- 
tising, Chicago, is the agency. 


Livingston Adds Three 
Livingston & Associates, Chicago 
public relations counsel, has added 


_ three new accounts. They are State | 


'Pharmacal Co., maker of All In 
One diet capsules and Carry Ice, 
portable canned refrigerant; d-Con 
Co., maker of insecticides, and Au- 
totray Co., maker of auto acces- 
sories. 


TvB Adds Ten Members 


Nine more stations and another 
station representative have joined 
the Television Bureau of Adver- 
tising, New York. The stations are 
KBTV, Denver; KHOL-TV, Kear- 


ney, Neb.; KPLC-TV, Lake 
Charles, La.; WDAY-TV, Fargo, 
N. D.; WFLA-TV, Tampa, Fia.; 
WIBW-TV, Topeka, Kan.; WFBM- 
TV, Indianapolis; WOOD-TV, 
Grand Rapids, Mich., and WTCN- 
TV, Minneapolis. Harrington, 
Righter & Parsons is the new sta- 
tion representative member. 


Cramer-Krasselt Adds One 

Vinyl Plastics Inc., Sheboygan, 
Wis., has named Cramer-Krasselt 
Co., Milwaukee, to handle its ad- 
vertising. Vinyl makes solid vinyl 
plastic tiling for floors, walls and 
counter tops. 


DMAA Sets Contest Deadline 


The Direct Mail Advertising 
Assn. has announced that its con- 
test to determine the best direct 
'mail advertising campaigns of 1955 
is not restricted to DMAA mem- 
bers but is open to all companies. 
Entry deadline is Aug. 1. Entry 
| blanks and rules folders are avail- 
able at the DMAA, 381 Fourth 
Ave., New York. Judging will take 
place Aug. 11-12 and awards will 
be made Sept. 12 in Chicago at the 
annual convention. Campaigns 
prepared and used between Aug. 
1, 1954, and July 31, 1955, are 
eligible. 
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Jayne Shannon Heads Group 

Jayne Shannon, J. Walter 
Thompson Co., has been elected 
president of the American Women 
in Radio & Television, New York, 
replacing Nancy Craig, of WABC- 
TV, who becomes an ex-officio 
member of the board. Martha Rup- 
precht, CBS-TV, was elected ist 
V.p. 


‘News’ Names McDevitt 

George A. McDevitt Co., New 
York, national advertising repre- 
sentative, has been named to rep- 
resent the News, Perth Amboy, 
N. J. 


Soe 


s nothin 


ve 


A: 


WAZ og : . ; 4 (Sol - - 
a y oe LS z , Fates LR SIR al Ks aan me Napa ( Ps roti li? ec hemene iri 1 Sick! Sines. SE da : ! kis 
~ = ems a ~z > ? As : . % 
tind bat aOR g ~< 
ae Np a 
aS a a 
30 ee ‘ 
| : 
rs 
‘ | ‘ 
: 
a - 
ae | 
> 
ee &, 
“ 59 genits Aias eth, Ria “ar 
a ae ee aoe ee ce ol ; ae ee © 
ne Se so ye oe 6 ae he ered): Etymcep eh Pe ae ae a age 
ell a a | ae ee. ao a ie 
ee eo eee ee ee = ea pie “ea eee ee eS. eee ec ee coe ee Be Sos aie 
| — ae? Se a ee ae a a ee See Pr ae = oS ae ee —. 
lise ie fils ka aan sea ee pe ees 2) eli Se eee Tae Seen” Reise? io eg mies ae hie heels, G ee oe deg aer os ae ‘ieee Pye er a 
| ie:  aeU, es ae ae dl ays Re od oat ale eg ia iaiestge Gees) eee ee Ree eae a ; 
eee. a 5) ar ore or aa. Re haiti | ei oe AER aia ene Rech Bes She ga Ree ee eee a Ora peo he hg . 
| " pond i 3 eg oe aaa het ea F pale a aa estes) ie. oe 75 RE Ny a i ye Gi 4 gn a eee , ieee OS. 3s Sere go ore eg Reet Eke AS gers 
i ape o> 2 we 5 ae aici A ; i BELG ceria tee ete = ei Scien rt a 8 - rng | Tecate ee J im ei Soe ” be ee gee sage fey is Bee Wet - 
es oe eee 2 Nae — Co. eee ee ce ot eo Pe eo ee ees acts ee > oe 
ee es - 00) eee Se aiid si Si _ er a es ie ee. 2 acai aie eee a 
ft eg BA A Sen ot Pais Geo eae ea Rigo eee re age: pats i oe as AF en poate. es ae eT Peak 7 ae ape ees Bata tay tae fe ue oreo ae ee eos A 
tgere” ame Race rene: ln — be ee Re en te, 
Re ls. oc: . ae smite : x ee 
; AS orgie ToS gs 5 Atl kite > . 4 ey elaak al ; C 
‘ ng sts er ose ge BS 2 | Uu esas ear x : i? ae 
Be s ceil ‘ sr al is eer i sles a tpetk: ese Ee ty ye an ae Bae e " Pe ee as 9 sad a repels i aes oe ae = e 
Fr $ i aS a i oe eaiaieatte:?, ae ee < ee s opie te Ne Se gems. ae. ae Rye oo a 
(Z » a Se tc as ee. Ph Pe re ts Ms Boe es Sines ee lille ai al fu ieee Ziad Res: pes SRR ae 28 foe 1) Bape aoe Rigi 
p on ee + Sy: ae ae one se a iis a ie a Se ee ail ae Ree Se i st Be — ee Baer oe 3 Ja a ee i sack nee bs 5 3 
ae aes ig aie + i alle a 7 ee B= fee ana ae ae a a Ra a Mie 5 ee Fk 
‘ "oe fee ta ay meee as rte eae 3 ‘a ee ek RL. NS OR Nan a ee oe 4 
" + ey ee Ee oe eee ee Pe i, erie ty aa . ve rah soa se om iS te aes 
Alpes e. . oe Z a MA ee aa eee ent — eee BS Se ee. i pctle eat re 
a, oR oe ae ie S. ae ie —ylekaieeaee ates was ye ee Sen ee 5 hig: Re Me ees 
a > “ — ~ a ideal bs pe Sato re ee tae as Rita pits a ie 
. "a ‘ ~?_ Es aa ies meee — re er = Mie 
eS es vs . ee | oe Ses, ga 2 9 Be aia emai i aa mee ee. a 
fe : : 5 eee eae _ ee ee ot. a en EE lee igs 2 Seo Bi reef 3. oe Oe ee a ne 
Ct 0 i > eo ae ae ees: he: “Mga ie ee 6. ee 
= ; ; a ry Tn han aig ee oo ie ae £ a Be asi Oi ioe oe Bye pee 3 ive eae aes ine PrsRiecs 5 ; - a. fy - Peg ie ih : ai ; tS Bee. me Es yale ia ra. eh ee ee 
_ i : ‘ : sf es aes aoe ee “ Ropes eg en ai: a We) rie : i Se (as Be ‘ vr Pip oes A= or Soe ae i wi ea me ee ae Re tee pee ed a eee cee : on 
; - en wa J. ; 4 ety aie Pike ne, eae aii ee re ~ 4S aN sins SRE a ae Fe auae ie ig * af 29 3 a4 a Pa: nae eS Jape aie’ 5s - be 
- “ € 4 oad Li Me as ci peel ote, ei ae ~lingege See ae mie ogi ast ese : a gee 7 ie 1 a iti Lr ee. ba ie 
fel ‘mee a ee ee Ds, ee a See kee a —— 
i oA j F @ Se ee ey k= Jaret ie ey SE ae ae ei Dire CR se ee ee Sey are tee ee ee ; 
Lr _ hee a) ug ee wits dc hpi mlladel tai re eee a i ie ee ‘ 
o. ; / sie et : ihe ahi cae Sele ? gists a \ Gi 2 saan i wk ais 7 “lla Se ny Otero ees : : ‘plead a Sogo , . 3 : 
ARROW : 4 a ro cere’ ete ‘os Be. oe ee ee it ; etnias Pate ' ‘ pence 
a La 4 ; aaa ae ah tao mo, Gye Pe tile ayant! s mY - 
: ei ouuddiy ss ‘ a : Cie ee ies . ne 
’ ‘a 5 x ee me pig ae ee nes a 
; hg cake DEE EI i es ve ee eee eee ee E ae +.\* ; 3 
oad | ee see alain ne Ne OU 
2 ‘ i mee é 2 8 ee nil EO ee i see aD 4 2 Ra a <a ars > aN “en ¥ 
. aS foes ‘ Pe eS Ce a i ee eG aes ee fi i me : aA + » ‘ ; 
: a did poe ce eg TE i ee. i 
ee a. 2335 rr : a he ee OOS Ce ‘; ax = ig ’ “- 
— es Ea, ee ee ese Seg _ 
Foo PO Bee OR ce ie, MM Bo SEG IE SS OT es ee eae Te ONL a lee ae Xe? SN 4 > * _ 
i Oe ng nin Rare PG ee es ee a2 ee en Pe ait om oe ne free Stiga ee = A e. * *»% » ™ 
a, es 5 ae a rr ee ieee ee, ll TRS . | 
Reeopns @ panies es oor oe, ane os ene YS Seg Ve a eit 2?" or a + s ™ > : : 
: i POC ae os oa oe Son Ss ‘ ae ae ie > i. s% S ’ 
te he a ee ee re pay Oe ae pen ees Ra 2 eee ‘ _— , we — < *.* + 4 ~™ % ~\ , is 
Oe eee oe? aN Pe se Boats fers ; " ‘ pes te ie 4* ,” » 4” % oe of 
Piet ee oe Ba a = aoe. le * Ne oe Ae a” ne | 
ee es hae ee % re . eS - PK DW KOS OS I aa n\S Bt. 
a — . IAS ” Pah 8” ot 
: dae pick  e te. ; eS ie ad ~ a ‘ .* & ~> “ «°? @° a Sd a 
aes is os eS oe : | OO SOR > WS e” * ™ 
2 ie a spied : Sts ‘ Se ee SOFAS A » Nes % % 
; 2 Seg coe we ae tI ON, @ ~ ~ ~ ~» «°? »* 4’ 4° Ph 
é 1s ye : oe eee. eK a Ss? ry a a a ; 
? ee os wee : : re ae : _-4y : oy > e . : »*,9 ee oe 
neta a re Oe oe, Es . z= om x C9 ~~ ‘\ ~” ‘ . Se o” 4% > 7 .# %, q 
is 3 ae Bares : : hae a 4 bez a me: a. : ” 2. > > am WA a> ss 6? 4 . we ,* Ae a” aah a * 
i ooae Sot oo See Bes we PORES eet RN ae ‘ = aN. > = 
a ee. ted yg CO ee ee os See CRS MK VR w> .4%) — 
ee : 4 E mi | oe bales meen, 7 _ = Baa, oe . eu *: > . KS > o*.% a S ‘ No s SX 3° » .” a” o ee & 4 a ie: 
ed on ia a geen is i = ee Ta? 3. ee “ Se, *~ i ~ Wire ° \ 4* > s So pe a i si 
Peo ee ae ae > = ee ARS o.* ® »" ,* Se rae. NS a*\ «? ¢ Pies: ma 
ae ee ae | | ee Ps Sav es a A a” % * . HK 28 “AN % ae TG esa eye 
ie ' = Sgever: cass ae Bice, aor tes ee eee tl $2XQ" x % *% * 4 \ % \ BA s xX san : pe 
: ee. Memes oF | ae res ees. ye a” aS ne: oe 
lle es ee oy ae er ‘ Ke o~> Ye ee 3 AS *e Se 
foe aT a q . 2 a a i = ect ‘ ¢ ‘ . ih, Pass 5 uaa - 
ne a = ae | > 3. ns tiga sigs NS 52a a my wk a ws \aS o Se er ee 
‘ = ne Pe ecko acti out \ il Se 8 eS % % ee \ Ss" CR NR ghee” M 
gine ee ee oe : 4 oe ¥ me » % % s SAS hott Pca neg r 
# 4 ‘a “e or Sodio eae EL ot . a> A> oa. *~ * S 2 “\ % \ = tiene? ns 4S s 
et ‘4g : 5 ie + 3.) Bree : Seer ? N % ~ _ “ ® NS.) os ee a eset E 
bees ue oo F 2 eee oe x i i SS. . ah * » » > 2 “\ % Ms ee espe = ; 
lagen ieee Vara A =. Fee ek ihe \ xX aS a et * 5 » =” e “ . % la Re ee ee | 
ck se er St. Sean's! ve tee as : COS ay *% .™ 4y e ‘ % > i ies a xs eee re - 
: aa es “« E oe ei pi A Ro ae ‘ / + S$ f => ey NY a YY” * . ~ <> ~ ~ . + ci ihe aaa e . eee : : ; 
E, eh sgn eae tae oS i ae iy ae ae No, SSP . + * 4% » { * eee er” es Rta , 
kt es Fe ee ‘ ers ~ taN Se). " o XN : pie ‘ aan 5g ieee 
oe he Cele ee Soh: ee ~ eS ee » . e a. AS . ee ant gan OES ec er i 
‘ , Penk Ba ie pees omer’ moues a XP» e3 ™ bd <* ." e o”, nt poate : de es i oe 
a po OL 5 ~. N BS NR i AY ae 8s al a ee ee 
2 eee I ses mA ee WAS RS 2 2X 4* * % ae Be A os ne ne ; aS 
: I cee i Wo ari *, <S Y Ne SS Lae < *” ‘“ % o",.* en ee ES ntia OW ak ae eee * : a 
eres ae iat es: Ns . % TN a we aN 7 eo " leg DOs NS eects Ree ed uae fa 
= eo Se te ee eee es >> yo aR Ss east 4 Y a*0" Cie Jee ite Pa ‘ x > 
oe OO Rh eal aS HN eA S Wa Oe eee o oe ; : 
: ee epee a” \ 4 7 wt S © ~ % sp eae ar ae Oe a 
’ ee etre meee Ra we ,.9 sof MAA, * a ae ere os gt 
ised ea re % SSN. ee are ie er es ee sige: oe . arg he 
Be ia Fe ico, ss ace ae ‘ Ss POR SE RES > > » ~ ') Ss‘. SS Pi RE Ss eee a ee Sie e+ aeaa 
ge ce i pCO ETS eae ~» ~~ * Vet WN . Sats fae es pe: fe ie oe inc eee, i 
ee : pe pean b alah *,. * os *. 4% a ~ ~ i pegs. Te ‘, pita os eo weaey + 
; ee _— eae ‘ ' = ~ ‘ SN cc ae hia ‘ a age ag aE ty ME 2 aeabed 
ial eee ne ‘ ee ba & SS awn RS. ign e ee ak aes ay Pages gee at pe 3 
acai Fe a Oe SoS S Re s\n 1 ks egies SS Sa Raat lee oe ae ee “ a 
3 ao ret age sk Rees ey ea WN peri eee 1 ee Se a wg ae deat oi a 
aia ear Bae = cee NS aa . A % ee BS soe ae ers Ee Re Ae emer oe Tae 
ee et Aa S\ .* fe Bese 287i > a 
‘ , et Let ee: fae i gs F . Sage oe x. & oe 
. a ie rer ae f f aS — ge 
nie e ath Sa Mi * . : re — ss 3) 
P : < a 7” : 4 ¥ ™~ Me .. ; ig : # : ee ace # . : 
fie i eee ea Sie ir Be hie oo ea : 
ae é coat Be f Se - Si a ae nie cs ee ee haa See gene aaa es ft ae ee a 
i gw / / P >. oe Popes See ee ©) Sy aeeeee : 
ses “3 F yi i¢ : f af e Je * * : . >> ae a oS : Mu et 4 gy, 7 a ; Abb cia eS an a (oer - a ea * 
83 . 1), he Pj mF, 7 ; Js af te ee. Be, ! Say : oS A i. a gine a ae ie a 
aaisty jf j 7 * 444 J OF I fe we —_ oe Seame : ve ‘ oa 
: ‘ é / ‘ Wo» Af; 7 & Ir *f .. <\, Sones ‘ sa hee eee he We Se adeiy ie eg 
‘ is - 2 2 / j 2p, tt YO , : " or hy ecee OCS ty seas seston... ater a a 
Pe fi 2i5/ 7 Mi ? Vy! rs ao Big, a: Soa Ee Pe ie cae nes = Ng oe oe i An 
he 4 2? V2 ee * » / ba Bes. cyte be: dss = OMIM getter pla ea 7 
+) i 3 : i 2 2? >, , /Wefy), Bi, . Pe ‘- ( OG ae - i « ~~ oy . : 9 PT ae s igen 7 . 
AT % ‘te. Jah | Wok a 17 >» LOG a tp on, hod * sin A pig tutus © 
fi f ” Z i ‘ . <5 \ ches si take be 
: Pe ey f/s feel] 4 Vif, {/“235 77 95 (Tg df Sos — a oe - -, okie Pats E>: ; 
ee f/f fe 4 * 4h, / lap RO... 717, 1°: lag a “sae «iMate, ae Gee 
ated ek At 5 7 7 * ; a * & - é a hes * Wee ae P ee, 4.47 ee Be Saag ee a ee ‘e ee | 
Me *teg,/ ‘vole, LT Mj. 744; 422,07 ty ee CFR) Ke Bi a RES a 
ite abel ia ) a Aes eo nae es ‘ ty ae ti oe a poe 
, ts Te ? eg Vs/— / f*t4, 795, *25 717570084 sie? "ef, / ¥ ee “ee ‘ coe Ree tee a nee 
s : J, > j é 6/g / g , 3 y 7 7 % 7 . / e/ « ae, . *, é = apie alae ae an oe 
, : ?»> : 3/7 he f Ss t?; 4 22 7 7 ve «/ “*@ P4 he ’ * = E Poe ei oe 
“% /? > , /8/g a “am, Py 72 Ly fn “Oy, f ae te = 4 ie oie) 
ae /* a, f Wy} |] "Be, T¥s % af #22 he Tr ee, oP co ame 
ry, lp] *%, hf 74, / Pte, ‘sof Vex 7?5, 2h / 7” tigew > ae ne ae 
ee /y 3 7 2 if i, Pf t od ‘ z (bY ; ne oe Bch ee he ie * ae yes 
4 Pr 3 {f /é @ f Yo, 4 ?) / ve, ~— i eh, oe Cy ee ee Te icc Nw ‘ ager, 4 
he , 2 ¥/y 7 eg {7 >, *e6, a » Sty 4% ff ¢., , C7 ne ‘ si piacgiiea aa Soest coe 
mal wh "Yeh, / A / Th, % & ee ee 1} T% “Cp : 779 nu. ee ones Bia Ft aaa a eee 
is es ~~ 3 J i / ? bg . Val / 7 Ty * ; a es, See nga Rn 3° SPs Se 
: ig eo . ‘Se o/ highs "229m . ' es, / / 4h of, 0 shyt: nt ry 06 2% See ee ae = 
mae “he /9/ e ba es / / 2 7 a 74 2 ae pee ee 2 ee a — 1: 
ayia whe WA7/9 9 ee  *. Oe 2 2 7, % ae eee eal oe , 
“go dat 29 9! eI P p ‘IS sf, ; "te ay 22 Fos sy é i res ees ee ’ 
er ee “a Fy) ’ bs y ’ 2 *_ lm ae aa r x 
Bg ea SS ae ee we >a . nF Py > ’ mf, 7/*5 (we 423 724 PA» eve Beige oe eal ae = 7 
Bes CERT OS , “a F989 q ie. / ey Fee Fa5 22 '@, ee 
Rs Soho hy ae eo ae ve oo PAL 599, Sige ge < ™ {$6 a Os, *t¢ 42 a 72 : a : 
es ae tee ik On ee Ce ae gee —, oes 4 fy y et * vs am? ‘ 
ar. ako a a rar y= * I3sf ; A g na el es ae ~+ . 
* ’ 5 Ee AE, IRE ED Be SRS AAR Ss Be ee acre Aer ea ok 
, Pigmihs ties Sacra Lt tc ds ee iy se fad eager, we Tie oe OC" (Sie li 
ie rai te aa 5 8 Sea cee ee Een, hd ee Ri Fie be | Soe ois ae 3 bats ibs earns ae 
, ee ee ee, Pages ge to oil g! Pata aad ot hess he ae Mo PO ee fee ee tl hs te 
: Ae BMS og SS ligase Meh et Oe et a RoC UPS ten nee eR oS are Oe aa Pg ok on oa bae Siie RNAS Cs eS PF ee tr lee fe 
Sirdehd ee See ee ee as Oe saree Me NTE gd eh ue en yb see eee ae ie Aes s gO Can we any I Bp PL oy BS SOA > RY .. 
, : Gy SE Pe OC ae Be eS nae as jas? © FS Seah) he 1 oer ee oe ere rhe ep BE oe BER wie! APS) egal ew & ees ey ee) Nelle © Be op ak » 
, i ey tae De aio Pench Ae beg yas OG eres ee ene 4 ah Bes af cer Ee, pales ee Pate: Tee ee POE a opt ee We St aee” Taal th tk Yaw, AS Pia Ph oe a 4 p fia Ke SN pA et SAAR So Finny ee 
SS AE Goat Fe so ead sc Eee Ae Pp i Ae ee Rev hey. Ay Sh oy terse Cae F Ai ries te es oa wie bay Oe a Cf Sai c ee Mid a Ais ROS: Cae es pi eS wereey Powe Le abd Dk ee 
pee Nes % Atte S Pt ig Cie Bol sey a be epee pee PSE SE ih oR hi ls tata tPA, pees Ree Po ne Fane Pe eR? Bar RT 
Be aes Sa Sein Ny ek eee ty ete ane bee gS Fe Se ee Moats Met sl 1 ea Oe Sag eS Oe hea or nae eer 
Se ae ae IE SSO Wr AE At lars SA hill, an eb caeie Fo FA Coke Fi Rn A A adage =~ nan 8. Si Rae Ie 
Says Seohtaed eM ee oy a) clad a Gs Fe iad DSP cols fn Eine 3d ae ote be ee a ee} ee es 
SHE H, Sed eee eh gt Ae Ba a tel ot Torcpne hm iay, Ft 
fot pe gt cae ge oo Sg I 


Advertising Age, June 13, 1955 


Schenley Launches 
Consumer Contest to 
Name O.F.C. Brand 


New York, June 8—Schenley 
Distillers Co. will use six national 
magazines and 25 to 50 newspapers 
to launch its $25,000 contest for a 
name and a slogan for its O. F. C. 
Canadian whisky. « 

The competition seeks to find 
the best name that fits the initials 


$10,000 cash. The remaining|sale material will be used exten-| 


ond prize, $2,500; third prize, $1,-| markets with giant replicas of) 


The contest is open to anyone in 


prizes of $100 each. 
the U. S. 21 years of age or over, 


World Report. Page ads will be| dustry and their families and resi-| 
carried in Ebony and Our World,| dents of states where such contests | 


000; fourth prize, $500, and 110|0. F. C. Canadian whisky bottles. | McCarty Adds PR Unit 


McCarty Co., New York, has set | | 
= Four-color spreads will be used| except employes of Schenley or tto| erties ane aes eal 
in June issues of Cue, Esquire, The| advertising oe, persons €N- | Trying Smith Kogan, formerly pub- | 
New Yorker and U. S. News &| gaged in the alcoholic beverage in-|jicity director of Maubert St. 
Georges Inc. The new department 
will serve industrial and consumer 


O. F. C. and to acquire a slogan 
of six words or less for the whisky. 
First prize winner will be awarded 


Between 25 and 50 newspapers will| are illegal. 
be used in key cities of states 
where the contest is legal. Each ad| basis of originality by Advertising as the eastern outlet for clients of 
will include entry blanks, which! Distributors of America and must | 


- ; accounts handled by the agency’s 
Entries will be judged on the New York office and will function 


the agency’s five other offices. 


..- about punched cards 


Collecting market data on punched cards is 
not unusual today. 


Using these cards as we do to match industrial 
publication coverage to the number of worth- 
while establishments is unusual. 


Reporting coverage figures to advertisers on 
the Standard Industrial Classification* (S.I.C.) 
basis was distinctly a PENTON development. 
We are glad to see that more and more pub- 
lishers are swinging over to this modern 
method of circulation analysis. 


Plant counts will some day be required from 
all industrial publishers. Many progressive 
media buyers request them now. Without this 
information the advertiser is “flying blind” 
because he has no means of checking the 
number of worthwhile units covered (or 
missed) by a business magazine. 


When you’re using a PENTON publication 
you know how many worthwhile units are 
reached. Coverage reported on the S.I.C. basis 
enables you to measure it in relation to the 
total number of units. You can evaluate the 
proportion of the market buying power you 
are reaching, because information on size or 
type of establishments is also reported. 


The ability to buy coverage in this modern 
way is just one of the extra values you get 
when it’s a PENTON publication. 


*All manufacturers use this system in reporting to the U. S. 
Bureau of the Census. 


the PEN TON 


Publishing 


PENTON BUILDING * CLEVELAND 13, OHIO 


.. but there is 
about the way 


PENTON 


uses them 


Company 


|a round-the-world tour for two,; may also be obtained by contest-| be postmarked not later than mid-| McCann-Erickson Appoints 
plus $5,000 spending money, or| ants at package Stores. Point of | night, Aug. 15, 1955. 
Batten, Barton, Durstine & Os- 
awards, all in cash, will be: sec-|sively, and sports Cars will tour key| born is the agency. 


Hoerter to Client Service 


William W. 
Hoerter has 
joined the client 
™ service depart- 
| ment of McCann- 
Erickson, Chica- 
ma. go. For the past 

© year he has been 
ad director of 
| Schulze & Burch 
Biscuit Co., Chi- 
cago, and during 
the four previous 
years was adver- 

William Hoerter tising manager 
first of all cheese products and lat- 
er for margarine and salad dress- 
ings for Kraft Foods Co. 

Prior to joining Kraft in 1950, 
he served in various advertising 
capacities with the Pepsodent divi- 
sion of Lever Bros, Co. Before 
joining Lever Bros. in 1943 he was 
with the old Lord & Thomas agency 
on the Pepsodent account. 


You can expect just 
go much from 


Limited Coverage 


To get the big sales you're after 
in the billion-dollar soft drink 
industry, 


Use the concen- 
trated, industry- 
wide coverage 
you get ONLY 
with a vertical 
publication— 


BortriinG 
INDUSTRY 


the top buy in its field 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 


COTA new York 17, ». ¥. 


Information headquarters for the billion- 
dollar industries they serve — 
e Bottling Industry 
@ Candy Industry 
@ Candy Industry Catalog 
and Formula Book 


aid cig hea S ares wae tk Ae a Ss 4p 5 >, ee 
ease SOY BS Ie SE le | 
oe - pot af *e ah 5a See Mange tie og MES XSI OES Bee RE ON eS TEE Dre trnae at: ae Speen ee Soe 
ps we ee ee eT > Ce BaF ce itera) hoe a eL a pny Come < > Sas pra cre Sak SET See Sieeaece oe oe st gS pinoy suas J J ae * ae Ree" AS : +f ES APRON aaek These ERS ky EE Oe WET oo 2. Ce ae ENS 8 8 an oa cs, pee se 3 pao, 
om eas j Sar , > ; y ¥ , / P oS gears 
now ; - SS Wa 
ee ge 
2 peg ‘ting 
mt 
Bef: ee 31 
na A is " 
a, i a ie | 
cess 7 = os ks 
shakaiie For 
ye ; 
# A 
ea : 
‘ 
, } : 
is 
eI 
iy 
} | a 
: | 
3 | 
_ | | 
. 7 | 
ae a 
aa 3 
; } . 
t : : 
. a 
s ; a Sa 
ao) : 
—_ " 
eee 
* | : 
= > 
if is ; y ry Pa 
{ \ 
ms f ' 
: i . a eh 
— : 
; | : 
coil ‘ a 
j : \ ® & 
; a ececemmaernenenes nate ‘ - 
- ! 
— ., % 
A : 
pee . 
— | 
oi a AY i i 
eS ’ = 
i i e . jf > i 
. i ye i U : : 
ae) | ne. : 
_ 1 ; 
: ae Til ¢ «4 - 
== ae J ‘ ] . : 
=e ee P) ' 
: anes. " . ia 
eee i \ $ 
: { é ee R 
: Bee 1. ; 
3 3 } . Baier Bove > t *s 
. EA, aa +d 
as See o 
se \ 
| | ; 
it ; . 
—— me < 
a ; ms side ee ' 
4 ae fy oan ae | 
Mg i = YY ORy eT ‘he } % | if oe 
‘ 7 } a A ea 4 ; = 
a ae A) oe ae ’ vee 
a 5 > ae al aie ; = 
A os i Be * Y 
= M ay 4. mn “shige ae i a . 
7 . » aa tn, ‘ Viet OL, as r | 
= % ~~ ssa 
oe ae a ee . 
Me i a é “a 
| USizy Lay» 7 
: uh 7 Vag . 
is Hie mer £y bas : | 
o ? i. vad | 
¥ “4 ‘ — Fa ly ee 
“allie ; i. = ee ~ , ITI . 
in Tg ae. ieee a a 4a | 
i an ; a a eae f e a } 
op i) f- : Jo) N/ 
Ms | Bo 
+E: } é 
q SS | 
2 § 
G ' § 
23 i 
o i 
| i | 
ig ; 
: 
| ¥ | 
| 
: ) : 
S: | y 
gee SN . ; ; . ‘ ; ‘ Syne 
a Li : +f 4 isi a * ‘ > : f, eG 4tee ee Sioa Fas es a = | : ¢ - 2 ae ier tee ine te A J re AN Bet AS, ink Be Piha 9 ea ts ee Sie es Geet +. Soh” Sy eee 
4 &a ei age . 3 eee, Gomet SPS Pee cia eo et ty; : . The Se oy at +. 4 gee aie. eh be er Peo? YU Aaye > OAT ee tee Sr * ¢ pte ee toes g © Fe Se dak ey ae Se PE oat ce PRES He Gone Oe ee RGR. pt eee op Se 
Beat Denies” sak aes eR ee le ee a Re RA Dey il en a i ay Ee et ogee ORE, ee 8 EAB Sl ay ee he 5 SF ak Se SAA ec tai4 St i wishes Ree OTS OW el Gl Ova, SS Re as Nee eek ean ee Ges le eg OME OR Ey es Ra hPL 
ay anne or ii CRISES CK. Olle Pes ag a Os tel S Selenite: Bn eae Pa i Mie Jk le a Bs cae De Me gene, ee Brh alton Up hn Te ae Shy d ie ieee eNOS etn as Mamas son tr ae | ie ae eG Ws ek Deities Alig SAR ONCE iene oN wa) Sh A) « aMkL ES 
Teh Re cet 7 Ua dal avery Pinta Ti ORC Pe RE gs Soe at RI we : Fon Ce deals Sy FE SY - SF Sistine ree We peti aed ae Ok el at me) Age SF Pe eg Ee Temes Bice ane ok aA Re THe PRR Ped Ney ae OP: Gh Lo AMES Pg oh GNT Cy, Oy eee Wt ah Pain, Ss 
2. ne tag og he ee a + ps Rises ae ae fin! eae he ¢ pies ie td a, Sa ie So Libre = hats CAEL S* oko sabererty Ath, en Nae ek Eee papi Me 6k FR Geen) eee Woe dae Cz s pee 
sn etd! 5 AEM EE: fk) cS ae | i Ree, a eee Se OR AB aris geet MO AES Age om Ne fa Oa ite hg ST SR eA. SiS ae ai tate OL ae Mi, gee Se teen ot reg GE. ahr Bh Mdaegl, a foal SPO Ni aed i ak te i wn ee ed i eee cee a" ell 
hg ea PRI EI sc BM sue i) ANTE Se Oe A acy PO AP I 9 ce ere NO Lo Ft Cy RM Mako NR pie rh PIE A GEO Ie pdb PER Se: Sar eOM eden t ARTO GARNI NS Ban OE APOE re PM aS atte WL RL MTL! ES: bs ASD 
p= ll api ee Eocene ton i alegre saan ne ETO ne Te TTR epee ee ee ey SE Regt Fe ee ck Rp es ne Pen Se es ea ee ee eee Lge ee ee oe pa eee yokes ge i oY ass Fie RY PMc EP DR 5g WERE Se Samah YE ERIS MERE. WS TAY Sac YY ST Ne ag Sy. 


, °C FF aS SES 6. 


as 


7 


32 


L. A. Ad Agencies 
Ponder Ad Center 


for Gracious Living 


Los ANGELEs, June 7—There is 
a fairly well established interest 
on the part of agencies and their 
suppliers in an “Advertising Cen- 
ter” here, a preliminary report 
of a survey made by Henry May- 
ers, of Mayers Co., reveals. 

According to Mr. Mayers, the 
survey was made following his 
discussion with other agency 
heads about the possible advan- 
tages of establishing a made-to- 
order building or group of build- 
ings to house agencies, space rep- 
resentatives, art services, print 
media suppliers, and facilities for 
sound recording, film editing, pro- 
jection rooms and other services. 

On this basis, he wrote a cross 
section of Los Angeles agencies, 
total 75, and the same number of 
agency suppliers, enclosing a ques- 
tionnaire for their reactions. 


® Pointing out that such a center 
would need be close to the 
freeways and provide ample park- 
ing, Mr. Mayers said it could also 
offer a number of other features. 
The possible features envisioned 
include sun-patios for informal 
conferences, built-in closed-cir- 
cuit tv monitors, co-op coffee 
break facilities, and perhaps a co- 
op research and media library and 
other cooperatively sponsored 
services that might reduce agency 
overhead. 

Of the 35 agencies replying, 21 
indicated interest in the proposed 
center; five said they were not 
interested. Only two replies were 
negative with these expressing the 
opinion the agency business is too 
competitive for them to expose 
their clients to agencies “next 
door.” 


® Of the 33 suppliers replying, 
seven said the major part of their 
business is with advertising agen- 
cies, 15 reported half their busi- 
ness comes from agencies, and 11 
reported agencies represent a 
minor part of their business. Nine- 
teen expressed a definite interest 
in such a center, two expressed no 
interest. 

Mr. Mayers said a number of 
suppliers wrote him at length. 
One stat-house said that more 
than 50% of its total operational 
overhead is represented in deliv- 
ery costs. 

The results of the survey were 
sent to those replying to the 
questionnaire. In the covering 
letter Mr. Mayers said that it did 
not cover a detailed tabulation 
of space requirements, or average 
rentals now being paid or lease 
expirations. “These matters are 
now being studied by realty ex- 
perts who may request further 
surveys, embracing more compa- 
nies,” he said, 

Further discussions and con- 
tacts with those interested will be 
held after the completion of the 
study by the realty experts. Mr. 
Mayer’s initial letter had previ- 
ously pointed out that “this is, 
of course, a long range project... 
one that would take perhaps 12 
months to complete, even after the 
land has been acquired and plans 
approved.” 


Jaqua Co. Elects Father, Son 

Jaqua Co., Grand Rapids, Mich., 
has elected Chester A. Jaqua 
chairman of the board and Robert 
E. Jaqua president. Chester Jaqua, 
one of the founders of the compa- 
ny, has been president since its in- 
ception in 1923. His son, Robert, 
has been with the agency since 
1940 and was exec. v.p. prior to his 
election as president. 


Geer, DuBois Moves 

Geer, DuBois & Co., New York 
agency, has moved to new offices 
at 40 E. 49th St. 


Hartlage Joins Napco 


executive with Alfred Colle Co., 
Minneapolis, has been named to 
the new post of director of mar- 
|keting of Napco Industries Inc., 
Minneapolis, truck and auto parts 
maker. 


Goodyear Heads WGR Corp. 


President George F. Goodyear 
has been elected to the new post 
of chairman of WGR Corp., Buf- 


Fred Hartlage, formerly account | 


falo. The election was part of a| 
realignment of management in 
which two new v.p.s and a secre- 
tary-treasurer were also elected. 
In these posts respectively are J. 
J. Bernard, Kar] B. Hoffman and 
Felix L. Piech. 


Levyne Co. Appoints Two 
Robert E. Shaller has joined S. 

A. Levyne Co., Baltimore agency, 

as first assistant to the copy di- 


rector, and Allen Shupin has been 


named to the staff as assistant to 
the art airector. Mr. Shaller was 
formerly with Esquire Publica- 
tions; Mr. Shupin previously was 
with Watson-Manning Advertising 
Co., Connecticut agency. 


Film Service Formed 

K & W Film Service Corp. has 
been established at 1657 Broadway, 
New York, by Norman Witlen, 
formerly supervisor of animation 
camera and optical departments 
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at Transfilm Inc., and Ralph Koch, 


formerly of the animation camera 


department of Technical Films, 
both New York. 


Schramm Named Media Head 

Bernard C. Schramm Jr., for 
three years production manager 
and media assistant of Applestein, 
Levinstein & Golnick Advertising 
Agency, Baltimore, has been ap- 
pointed media director of the 
agency. 


“This certainly 


gives you 


a healthy respect 


for the orders 


design consultants 


can give us. 


Consistent sales and advertising contacts with consulting design engineers 
can pay big dividends in the Original Equipment Market. Every consulting engineer 

sold on your products can do much to bring you volume orders from an impressive list 
of his client companies ... and these companies often are among 
the biggest buyers of parts, materials, components, and finishes. 


The “multiple-reaction” buying influence of consulting design engineers 
is clearly documenteu in a new Product Engineering market study.* It pinpoints 
a very important sales job for your advertising to the Original Equipment Market, 

and one that Product Engineering is eminently able to handle for you: 


Among this magazine’s 29,000 paid subscribers are 2,492 consulting design engineers, 
who serve a list of important client companies pages long. Sell them on your products, 
and you’ve taken a major step toward more business in the ever-growing O.E.M. 


*Ask your advertising agency to get a copy of “New Facts About the Buying Power of Consulting Engineers” 
for you, or write directly to us in New York. 
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U. S., Canada and 
Mexico Cooperate 
in NBC Telecast 


New York, June 7—U, S., Cana- 
dian and Mexican television will 
cooperate for the first time in the 
production of a show June 27 
when “Wide Wide World” pre- 
mieres on NBC. 

This 90-minute, 
“spectacular” 


mostly b&w 
will feature live 


pickups from a Shakespearean fes-) 


tival at Stratford, Ont., and a 
comic bull fight at Tijuana, Mexi- 
co. The camera also will show 
what’s going on at several points 
of interest in this country. 

RCA and Ford will co-sponsor 
this $150,000 production as a part 
of their Monday night summer ser- 
ies. The show will be seen live 
in Canada and Mexico in what is 
expected to be the largest hookup 
of stations ever grouped for one 
telecast, 


‘New Yorker’ Names Two 
Stuyvesant F. Morris IV has 

joined the travel advertising de- 

partment of The New Yorker. 


Pierre Bussetti Travel Agency, 
Rome, and American Express Co., 
Munich. Joseph F. Richards, for- 
merly vice-consul for the U. S, in 
Indonesia and with Central Intelli- 
gence Agency, has joined The New 
Yorker’s Chicago staff. 


Bolander-olson to ‘Playboy’ 


Ralph Bolander-olson has been| 
appointed western advertising 
-manager of Playboy, Chicago. Mr. 
Mr. Morris formerly was with) Bolander-olson, who will direct| 
Addressograph-Multigraph Co.,| advertising sales in 34 states, for-| 
merly was advertising director of 


the seven Publishers’ Development 
Corp. publications. Prior to that he 
was ad and sales promotion direc- 
tor of Hunting & Fishing, and be- 
fore that had been with Seventeen, 
Esquire and Cosmopolitan. 


And remember, please, that the power and influence of Product Engineering 
among consulting design engineers is only one element in this magazine’s 
unmatched coverage and penetration of the 0.E.M.’s buying influences. 

An important one, yes, but just a small part of the story behind Product Engineering’s 
unquestioned acceptance as the major advertising medium in this $30-billion market. 
The more you study the facts, the more reasons you'll find for putting a hard-hitting, 
consistent advertising program in Product Engineering. Strong advertising to this market, 
right now, will pay you big dividends this year, and for many years to come. 
Ask your advertising agency to give you all the facts. 


“Yes, it does...and another big reason 


for advertising in Product Engineering.” 


THE 


MEN 


WHO DESIGN 
AMERICA'S 
NEW PRODUCTS 
READ 


 @ 


The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36 


i. 


PAUL H. WILLIS, assistant v.p. and 
general ad manager of Carnation 
Co., Los Angeles, has been named 
v.p. in charge of advertising. He 
assumes the advertising adminis- 
trative responsibilities formerly 
directed by Ralph R. Brubaker, 
v.p. of sales. 


Admen Spent Most 


for Entertainment, 
Diners’ Club Finds 


New York, June 7—For the sec- 
ond time in three years advertising 
agency executives led all other 
business executives in entertain- 
ment spending, according to the 
third annual survey of spending 
for business entertainment made 
by the Diners’ Club, credit card 
network which operates in the 
restaurant, hotel, auto rental, flor- 
ist and gift industries. 

Advertising people led all other 
businesses in entertainment spend- 
ing in 1953, fell to third place last 
year, and moved up to first place 
again for the 12 months ending 
April 30, 1955. Manufacturers’ 
representatives, who led the field 
Jast year, dropped to second place, 
and public relations men, second 
last year, moved to third place this 
year. 

The poll, said Ralph E. Schneid- 
er, president of the Diners’ Club, 
represents the average of the 
club’s 165,000 cardholders. 

“There are individual cases,” he 
said, “where professional people, 
not high in the poll in terms of 
group averages, have many more 
legitimate entertainment expenses 
than even advertising agency ex- 
ecutives.” 


® Advertising agency people last 
year represented 16% of the club’s 
billing. This year they accounted 
for 20% of total billings—about 
$40,000,000. Manufacturers’ repre- 
sentatives, however, accounted for 
27% of the total. Agency men 
gained first place because the sur- 
vey standings are based on per 
capita averages, and the agency 
business has fewer members. 

Fourth place was taken by 
wholesalers’ representatives 
(eighth in ’54); brokers moved to 
fifth place from fourth; publish- 
ers’ space salesmen moved from 
fifth to sixth; theatrical booking 
agents maintained seventh place 
and literary agents took eighth 
position for the first time, displac- 
ing real estate executives. 


Oregon Adclub Elects Fitting: 
Will Host AAW Convention 
John W. (Jack) Fitting, manager 
of the Portland office of West-Hol- 
liday Co., has been elected presi- 
dent of the Oregon Advertising 
Club, Portland. Don Ostensoe, ad- 
vertising manager of the First Na- 


tional Bank of Portland, was 
elected v.p. and Ormond A. Bin- 
ford, Binford & Mort, was re- 
_ elected treasurer. 

The Oregon club will host the 
52nd convention of the Advertising 
Assn. of the West, to be held in 
Portland June 27-29. More than 
300 advertising executives from 
the 11 western states are expected 
to attend, 
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GOLD FOR JO—Jo Stafford, CBS-TV star, gets a solid gold can of 
Glass Wax from Harold Schafer, president of Gold Seal Co., Bis- 
marck, N. D. The memento was given to Jo on the air in Hollywood 
to commemorate production of the 100,000,000th can of the product, 
which she has plugged on her show. Glass Wax’ agency, Campbell- 
Mithun, Minneapolis, reports Charles Staempfli, New York jeweler 


who made the can, 


values it at $1,000. 


"Middle Manager’ Is 
45, a 4-Year Worker 
Averaging $11,200 


New York, June 7—Business 
executives at the “middle manage- 
ment” level received an average 
Salary last year of $11,200, al- 
though their individual paychecks 
ranged from $7,000 to $14,900, a 
survey by the American Manage- 
ment Assn. reveals. 

The study covered compensation 
paid by more than 100 companies 
from coast to coast—largely in the 
manufacturing field—to about 
3,200 executives between the pol- 
icy-making level and that of gen- 
eral foreman and supervisor. Typ- 
ical job categories included were 
district sales manager, plant man- 
ager, chief cost accountant, office 
manager and divisional purchasing 
agent. 

In very few instances, the sur- 
vey discloses, is the middle man- 
agement man’s salary supplement- 


ed by bonuses, nor is he often 
given an opportunity to participate 
in the purchase of company stock. 
However, the average executive at 
this level is covered by such or- 
ganizational programs as pensions, 
group life» insurance and group 
hospitalization insurance. He is 45 
years old and has been in his pre- 
sent job for about four years, the 
study reveals. 


Street & Smith Plans 
Three Centennial Issues 

Street & Smith, New York, will 
mark its 100th anniversary with 
special centennial issues of Made- 
moiselle, Charm and Living for 
Young Homemakers. The theme of | 
the issues—all January, 1956—will 
be “100 Years of Life in America 
as Seen by Street & Smith.” 


Allen Joins Radio Bureau 

Richard Allen, former manager 
of WNOK, Columbia, S. C., has 
been appointed to the station rela- 
tions staff of the Radio Advertising 
Bureau, New York. 
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B ; tronics and the Gabriel Labora-| Wayne, Mich., has appointed Mil- 

ys aml ie a8 boomy Needham, Mass., a division | ton G. Peck v.p. and director of 
named advertising sales promotion | of Gabriel Co., Cleveland. sales and advertising. Mr. Peck 
manager of Barry Controls, Water-| formerly was sales manager of the 
town, Mass. He formerly was ad- Gar Wood Elects Peck V. P. electric industrial truck division 
vertising manager of Gabriel Elec-| Gar Wood Industries Inc..'of Clark Equipment Co. 
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One of the three largest in the nation, Ford’s new plant in 
Louisville is situated on a 180-acre tract on the south side of the 


he same standard 


that we have installed 


city. When maximum production is attained, it will be able to turn 
out 880 cars and trucks a day and employ 4,000 skilled workers 
paying them about $21,000,000 in wages annually. In addition to 
this, local purchase of supplies for Ford’s expanded capacity will 


| jump to about $3,000,000 a year. 


Gell \ouisvitte foe alll its worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


The Conrier-Zournal 
THE LOUISVILLE TIMES 


Represented Nationally by the Branham Company 


382,689 Daily Combination * 313,261 Sunday °* 
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Advertising Age, June 13, 1955 
GM Sets Up New PR Office 


southern Nevada, 


General Motors Corp. has set up 
a new public relations headquar- 
ters in Los Angeles to handle p.r. 
activities in Southern California, 
Arizona and 


Utah. GM now has 12 regional 
p.r. offices in the country. 


Natkin to Gordon Best 
Sidney J. Natkin, formerly a v.p. 
of Mandel Bros., Chicago, has 


joined Gordon Best Co., Chicago, 
as a v.p. Mr. Natkin, who started 
with the department store as an 
advertising manager, was with 
Mandel Bros. for more than 25 
years. 


Alfred Blake Joins Mogul 

Alfred J. Blake, who formerly 
operated his own public relations 
company, has been named public 
relations director of Emil Mogul 
Co., New York. 


. 


LARGEST ASSEMBLY PLANTS 


The world’s largest major appliance plant, General 
Electric Appliance Park in Louisville, is now 95 per cent 
complete. It will eventually employ over 10,000 and pay 
out to Louisville workers more than $40,000,000 a year. 
Covering 4 million square feet, the plant’s five divisions 
produce G.E. refrigerators, ranges, dishwashers, home 
laundry equipment and other major appliances. 


To accommodate Louisville’s grow- 
% ing business needs, J. Graham Brown 
2 4 built this new 23 story office building 
es which was recently purchased by the 
Commonwealth Life Insurance Company 
whose headquarters are in Louisville. The 
building provides modern, conveniently 
located office space in the downtown 
area. Other commercial and civic projects 
under construction total $30,000,000. 


Sil TELLS WHY HIS 


“We are presently engaged in an extensive expansion program to supply the increased 
demand for Ford cars and trucks in America and abroad. The fact that we have invested 
many millions of dollars to enlarge our facilities in Louisville affirms our high opinion of this 
important sales area and its strategic position in the heart of the Midwest. Every time I 

visit Louisville I am newly impressed with its astonishing growth and vitality. It is a major 


industrial metropolis today with an even more promising future.” 


CONSTRUCTION ACTIVITY IN LOUISVILLE EXCEEDED 
U.S. AVERAGE BY WIDE MARGIN LAST YEAR! 


British Publisher's 
Story Is Related in 
‘Viscount Southwood’ 


Lonpon, June 8—The fantastic 
career of J. S. Elias—vViscount 
Southwood—who rose from a 
newspaper delivery boy to head 
of one of the largest publishing 
companies in Great Britain, is 
told by R. J. Minney in “Viscount 
Southwood.” The book sells for 
25 shillings and is published by 
Odhams Press Ltd. 

The rags-to-riches story begins 
in 1894 when Mr. Elias landed a 
job with Odhams as a delivery 
boy. It traces his career with Od- 
hams and tells how he built the 
company into a wealthy and pow- 
erful institution. 

In addition to relating the career 
of Mr. Elias, the book presents an 
interesting and detailed account of 
British journalism from 1894 to 
1946. It traces the development of 
daily and weekly newspapers, na- 
tional magazines and trade and 
business newspapers and maga- 
zines. 


= The author writes in great de- 
tail of Mr. Elias’ accomplishments 
in the field of publishing and jour- 
nalism, The story tells how Mr. 
Elias acquired such famous news- 
papers as John Bull, The Daily 
Herald, The People and others. It 
also recounts his role in establish- 
ing such magazines as Pan, Ideal 
Home, and others. 

The book tells of the publisher’s 
introduction of four-color printing 
in English magazines, how he used 
modern direct selling and 
other promotional methods to in- 
crease circulation and advertising 
in his magazines and newspapers. 
He also introduced and encouraged 
new editorial approaches. Also 
described are the battle for circu- 
lation among the four Lendon 
dailies in the 1920s and the 
careers of famous English jour- 
nalists, statesmen and soldiers. 

Mr. Elias was made a viscount 
shortly before his death in 1946, 
and he chose the Southwood des- 
ignation from the name of the 
community in which he lived. 


Cleveland Adclub Launches 
Foundation for Ad Education 

The Cleveland Advertising Club 
has launched a foundation to ex- 
pand advertising education in 
Cleveland. The club plans to use 
contributions—to date $1,000 from 
Herbert C. Hauser, president of 
Tower Press Inc., and $225 from 
two other companies—for “broad- 
ening the base of service through 
the Cleveland Advertising School, 
its public relations course and the 
general fields of distribution, ad- 
vertising, selling and merchandis- 
ing.” 

Wilmer H. Cordes, formerly club 
president and foundation chair- 
man, said the foundation trustees 
would use the funds to foster ad- 
vertising education and for “the 
advancement of charitable, scien- 
tific, literary or educational pur- 
poses” helpful to the advertising 
industry. 


Forms Hotel Sales Unit 

Howard F. Dugan, formerly v.p. 
in charge of sales, advertising and 
public relations for the Hotels 
Statler, has opened an office at 2 
E. 55th St., New York, where he 
will specialize in hotel manage- 
ment and sales problems. His or- 
ganization has been appointed na- 
tional convention sales representa- 
tive for the Morrison Hotel, Chi- 
cago. 


Hesse Joins Johnson, Kent 

John A. Hesse has joined the 
sales staff of the Chicago office of 
Johnson, Kent, Gavin & Sinding, 
newspaper representative. For the 
past two and one-half years he has 
been with the promotion depart- 
ment of the Chicago American, 
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Advertisers to the fast-growing Chemical Process Industries 
packed more selling in Chemical Week and Chemical Engineer- 
ing last year than in the next 4 publications combined . . . 7,604 
display pages . . . in these two leaders alone! But more signifi- 
cantly — 130 sellers used both McGraw-Hill magazines, with an 
investment of 2,562 pages. As the editors focus more sharply 
on serving the specialized interests of two distinctly different 
audiences, management and production . . . the advertiser 
benefits with the strongest dual-paper combination in the 
field. Ask your agency! 
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SUMMER MIRAGE—Monico Inc., New 
York, will introduce its new 
Christmas in July cologne next 
month with four-color ads in Gla- 
mour and The New Yorker, plus 
extensive merchandising tie-ins. 
Lawrence C. Gumbinner Advertis- 
ing Agency is handling. 


Santa Suns Self in 
‘Christmas in July’ 
Cologne Advertising 


New York, June 8—Monico Inc., 
subsidiary of Bourjois Inc., will 
introduce its new Christmas in 
July cologne, dusting powder and 
cologne stick next month with 
merchandising fanfare and special 
color ads in Glamour and The New 
Yorker. 

The four-color ads prepared by 
the Lawrence C. Gumbinner Ad- 
vertising Agency to symbolize 
Christmas in July combine ele- 
ments usually associated with an- 
tipodal periods. 

Representatives of the agency 
went to the beach with a silvery 
Christmas tree ornament three 
feet in diameter. A scene with a 
model in beach garb surrounded 
by beach umbrellas was created, 
and the spherical ornament was 
placed to reflect the scene in its 
entirety. Photographer Ernst 
Beadle hid behind one of the um- 
brellas and allowed his camera 
lens to peek out just enough to 
snap the scene reflected in the 
ornament. 


s The ad also will be used for 
counter cards and window dis- 
plays. Frosted windows and 
Christmas decorations will be used 
by many stores. Women shoppers 
will receive samples of the fra- 
grance from Santa Clauses garbed 
in red and white striped bathing 
suits with the incongruous touch 
of snow boots and Santa caps. The 
Christmas in July package shows 
Santa swinging in a hammock in 
the same costume beneath palm 
trees. 

Other promotions will include 
tie-ins with air lines and with de- 
signers and women’s clubs. 


Minneapolis Agency Affiliates 
With Jackson, Haerr 

Associated Advertising Agency, 
Minneapolis, has affiliated with 
Jackson, Haerr, Peterson & Hall, 
Peoria, Ill. Graham Jackson, presi- 
dent of Jackson, Haerr, who will 
supervise the Minneapolis agency, 
said all] members of the existing 
staff will remain with the agency, 
which will retain its name. 

Arnold T. Barber, formerly with 
the advertising staff of the Minne- 
apolis Star & Tribune, has been 
appointed account manager. 


Heindel to ‘San Jose News’ 

Louis E. Heindel has resigned, 
effective July 1, as advertising di- 
rector of Madison Newspapers 
Inc., Madison, Wis., to take a simi- 
lar post with the San Jose Mercury 
and News. He is a past president of 
the Newspaper Advertising Execu- 
tives’ Assn. 


on Ta 


| ‘Wild Bill’ Goes Network 
“Wild Bill Hickok,” half-hour 
film which Leo Burneit Co. has 


te ie placing on more than 100 tv 
? [hed for Kellogg Co.’s cereal 


products, has gone network effec- 
tive Sunday, June 5, on CBS-TV— 
at 11:30 a.m. According to Burnett 
officials, this represents quite an 
|expansion, since a large proportion 
of the spot schedule is being re- 
‘tained. The series is packaged by 


: | Wm. F. Broidy Productions, Holly- 


wood. 


Hal Licker Promoted 

Hal Licker has been promoted 
from production assistant to pro- 
duction manager at the Bureau 
of Advertising, New York, suc- 
ceeding Lawrence Wechsler, who 
resigned to become cooperative ad 
manager of Helena Rubenstein 
Inc., New York. 


JWT Boosts ‘Bud’ Grady 
Elwood K. (Bud) Grady, for- 

merly account representative in the 

San Francisco office of J. Walter 


Thompson Co., has been named as- 
sociate media director of the Chi- 
cago office. Other associate media 
directors recently appointed in the 
agency’s Chicago office are Adolph 
Ensrud, formerly senior newspaper 
space buyer, and Robert Thur- 
mond, formerly media director of 
the San Francisco office. 


Agency Changes Name 

John Gerber & Co. Trenton 
agency, has changed its name to 
R. W. Westervelt & Co. The agency 
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was established in 1949 by John 
F. Gerber. Richard W. Westervelt, 
who joined the agency in May, 
1952, as partner and account exec- 
utive, is the new owner and presi- 
dent. 


Metro Names McGivena 
Metropolitan Sunday Newspa- 

pers, New York, has named L. E. 

McGivena & Co., New York, to 

handle its advertising. The account 

Pag formerly with William Esty 
oO. 


She has to be to get Family Circle! Here’s a perfect setting for your advertising: 


Family Circle—edited exclusively for family shoppers . . . bought, read and relied on 
by 4,000,000 of these family purchasing agents! 


She’s in the mood to buy! 


The bigger the family, the bigger the need for 
just about everything. And among the top ten 


circulation magazines, Family Circle is first 


in number of children per reader-family . . . 


first in percent of reader-families with 
children! Family Circle helps busy homemakers 
set a better table . . . helps send them to 
your dealers’ stores. Furnishings and food... . 
appliances and apparel—they buy for over 
14,000,000 family members. Put your product 


in Family Circle and lift the lid on greater salés! 


In Family Circle you're in the market to sell! 


She's in the market 


bought by customers of 14 top-volume chains: SAFEWAY « KROGER « AMERICAN « FIRST NATIONAL « JEWEL « 
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F&SE&R Names Hayes V.P. | 

Fuller & Smith & Ross, Chicago, | 
has appointed Harold O. Hayes a'| 
v.p. With F&S&R 11 years, Mr. | 
Hayes is senior account executive 
on the Keystone Steel & Wire Co. 
account. 


Hull Joins West-Holliday 

Harold W. Hull, formerly with 
the Newark News, has joined the 
sales staff of West-Holliday Co., 
New York newspaper representa- 
tive. 


Newspapers Gain 
in Liquor Ads, 
BofA Declares 


' Mr. Corrado, a liquor consultant, 
had carefully pointed out that 
‘liquor expenditure figures from 
‘the BofA were not available when 
his study was compiled. But Sam- 
uel Rovner, public relations man- 


New York, June 7—The Bureau ager for the bureau, noted that 
of Advertising took one look at B. Corrado’s figures show a newspa- 
W. Corrado’s report on liquor ad-' per decline in distillers’ expendi- 


vertising [AA, May 30] 


and tures from $36,110,244 in 1953 to 


hustled to point out that AA’ $35,660,817 in 1954. 


should have known liquor adver- | 


tising in newspapers is also up sub-| chiding AA at the same time for 


stantially. 


not checking newspaper classifica- 


39 


tion figures which have been avail-| ner, “since 1948, liquor advertis- 


able since late April. “Newspapers’|ers’ expenditures in newspapers 


gain in liquor advertising was 
7.9%, against a magazine increase 
of 5.3%,” Mr. Rovner writes, add- 
ing that “newspapers’ 1954 rev- 
enue, according to Bureau of Ad- 
vertising figures...was $39,963,- 
000, compared with a 1953 total of 
$37,020,000 (I might point out, in- 
| cidentally, that Mr. Corrado ap- 


Not so, says Mr. Rovner, mildly | parently under-estimated the 1953 


total also—by some $910,000).” 
| Further, says bureau man Rov- 
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have more than doubled, maga- 
zines’ revenue in the same period 
has increased 15%.” 

According to the Magazine Ad- 
vertising Bureau, magazines car- 
ried $20,492,460 in 1948 in distiller 
advertising, and $23,580,570 in 
1954, a gain of $3,088,110. 


Broadcast Advertisers 
Merges With Reid Report 


Broadcast Advertisers Reports 
Inc., Darby, Pa., has merged with 
Reid Report, Los Angeles and San 
Francisco. All of Reid’s services 
will now be published by Broadcast 
Advertisers, which is integrating 
Reid personnel with its facilities 
on the West Coast. 

Before the merger, Broadcast 
Advertisers was reporting national 
spot broadcasting activity in ten 
cities. According to Phil Edwards, 
president, the company expects to 
have coverage in 30 cities by the 


end of the year. 


Oak Belicens 
For Promotions 


Many organizations use Oak 
Balloons to attract attention 
and boost sales. Instantaneous 
success often results when bal- 
loons are sent aloft carrying gift 
certificates. One such occurred 
when the young lady above 
released balloons from a roof 
top. 
Whether for premiums, dis- 
play or giveaways, you are 
assured of best results when 
you use Oak Balloons. Quality, 
Service and Wide Selection — 
Oak has it — plus a promotion- 
wise staff to aid you. 


‘The Oak RuBBER Co 


220 Sycamore. Ravenna, Ohio 
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Petry Adds Two Salesmen ,land, formerly with American 
Edward Petry & Co., New York, | | Broadcasting Co., and Edward A. 
has added two radio salesmen to, W. Smith, previously with WIP, 

its staff. They are Edwin F. Eng-| | Philadelphia. 


Travel —_™ 
‘Recommodations 


Chevrolet, Ford 
Buy More TV Time 
on NBC and CBS 


New York, June 7—Television 
continues to pick up hefty support 
from the automotive industry. 

Those arch competitors, Chevro- 
let and Ford, both were in the proc- 
ess of picking up new shows last 
week. 

Chevrolet put its name in for 17 


Shows in the Tuesday 8 to 9 p.m., 


EDT, period on NBC-TV. Bob 
Hope will star in six or eight 


dak 4 , 
on Complete Market Saturation Plan has proven it can sell your products to these homes. 
US 
val- *Nielsen Coverage Service 
rift 
red 
7 A Clear Channel Station... Chicago 11 
oof Illinois 

Serving the Middle West 50,000 Watts 
me MBS ) 00 
ar , 
wo On Your Dial 
‘ity, 

Chicago Office: 441 N. Tr. Ave., Chicago |! 
ae Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 
on- 
R 
Los Angeles—411 W. 5th A py ey er oy eee -, Peachtree Street 
Chicago—307 N. Michigan Avenue « San Francisco—625 Market Street 
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| | For Sale? 
| Elks will take 


10,808,000 trips 
in 1955! ® With Sunbeam, RCA and Whirl- 
" “ pool set to sponsor Milton Berle 


we and Martha Raye two weeks out of 
a three in this spot, this closes up 
. the 8 to 9 Tuesday hour for fall. 


a etl Ford is planning to sponsor CBS- 
Elks are seasoned travellers for TV’s new Saturday night monthly 
both business and pleasure. 


of these programs and Dinah Shore 
in a couple, The others, including 
one or two warm weather offer- 
ings, are still to be selected. Camp- 
bell-Ewald Co, is the agency. 


color spectaculars next fall. This 
Columbia package will include ap- 
pearances by Noel Coward, Mary 
Martin and Bing Crosby, among 
others. 

Ford’s labor troubles were re- 
portedly holding up the finalizing 
of this deal at press time. 


42% average 19 business trips per year. 

82% averaged 2,164 miles on their vacation trips. 
Average length of vacation is 19 days. 

Elks are a big market for travel because they are 


leaders in business and in their community. You can 
reach this rich market only in The Elks Magazine. 


Klau-Van Pietersom Adds One 

Klau-Van Pietersom-Dunlap, 
Milwaukee, has been named to 
handle advertising for the Lincoln- 
Mercury Southeastern Wisconsin 
Dealers’ Assn. The new dealers’ 
group has members in Milwaukee 
county, Waukesha, Racine and 
Hartford. 


Get the whole picture about 1,080,839 
Elks (ABC). See the new Ross 
Federal Report packed with facts 


about Elks and their magazine. 
Graham T. Johnston Jr., former- 


MAGAZINE 
ly with National Distillers Corp., 


New York « Detroit - Chicago « Los Angeles has joined the sales staff of Prom- 
enade. 


Johnston to ‘Promenade’ 


THE 


19,014,400 
POUNDS 
OF 
SOAP!! 


the 


MR. SOAP MANUFACTURER - - 


Four pounds of your soap sold in a month to the homes in WGN’s area would mean 
19,014,400 pounds sold—more than 9,507 TONS!* 


WGN reaches more homes than any other advertising medium in Chicago, and our 


For your best television buy in Chicago, it's WGN-TV — 
ONLY Chicago station placing in BILLBOARD’S Promotion Competition! 
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Advertising Age, June 13, 1955 


Getting Personal 


A year ago Memorial Day, Bill Lewis, Kenyon & Eckhardt presi- 
dent, and his son, Larry, landed the season’s first bluefish in Gar- 
diners Bay off Three-Mile Harbor aboard Lewis’ Saralu. This year 
they landed the first blue of the ’55 season, same day, same hour, 
same area, same boat... 


Henry G. Lord, v.p. of McGraw-Hill Publishing Co., New York, 
celebrated his 90th birthday by giving a cocktail party for execu- 


_ tives of the company June 2. They wanted to give the party, but 


Mr. Lord insisted it was his turn... 


SAILING DAY—Howard L. Fisher, right, board chairman of Marsteller, 
Rickard, Gebhardt & Reed, gives Mr. and Mrs. Edwin C. Mayer a 
cheerful send-off aboard the Mauretania as they leave for a month’s 
European trip. Mr. Mayer is v.p, in the agency’s New York office. 


Phil Ewald of The New Yorker, with a low net of 136 for 36 
holes at the Magazine Publishers Assn. golf tournament at the 
Greenbrier May 23-24, has won the President’s Cup. Other cup 
winners: Don Miller Jr. of Scientific American, match play against 
par, 4-down (Wm. B. Warner Cup); R. R. Barvoets of Williams 
Press, low gross 160 (Curtis Cup); George Hecht of Parents’ In- 
stitute, best selected score 60 (Hearst Cup); M. Steadman of Cur- 
tis Publishing Co., Monday low net 69 (Crowell Cup); A. L. Cole 
of Reader’s Digest, Tuesday low net 67 (McGraw-Hill Cup), and 
Marvin Pierce of McCall Corp. and Gibson McCabe of Newsweek, 
18-hole twosome best ball 68 (Macfadden Twin Cups)... 


Ben Duffy, BBDO president, received an honorary Doctor of 
Laws degree June 5 from St. Joseph’s College, Philadelphia. Not 
too many years ago he was a coffee company messenger in New 
York when he left Regis High. His brother John, who had a job 
running errands for the young ad agency of Barton, Durstine & 
Osborn, recommended him to his boss one day when the latter 
asked, “Are there any more at home like you?” John said, “Ber- 
nard Cornelius.” 


TAKEOFF—Walter Margulies, New York industrial designer, and Mrs. 
Margulies board their plane for a five-week European trip during 
which they will visit Portugal, Spain, Italy and France. 


Bill Steers, exec. v.p. of Doherty, Clifford, Steers & Shenfield, 
New York, overshot “by at least 10 inches” the 14l-yard fourth 
at the Scarsdale Country Club on Memorial Day but got a hole- 
in-one with some “determined backspin and body English.” Mem- 
bers verified that an Irish setter had nothing to do with it. A 
wire service had reported recently from another club an extraor- 
dinary number of holes-in-one, which a curious golfer traced to 
a dog which liked to sneak out of the woods, pick up the ball and 
drop it in the hole... 


Malcolm MacKenzie, who retired recently as Chicago manager 
of Textile World, has been enjoying a vacation in Europe. He is 
accompanied by his wife, and expects to return to the U. S. in 
about a month... 

Will A. Foster, v.p. in charge of advertising, Borden Cheese Co., 
was a participant on the Groucho Marx “You Bet Your Life” tele- 
cast May 26. He and his partner made the final round, but failed 
to win $3,000 because they didn’t know that Henry Armstrong was 
the only boxing champ ever to hold three titles at once... 

Bill Dasheff, exec. v.p. of Buchanan & Co., New York, has a race 
horse named Dasheff...Ed Gottlieb, president of Edward Gott- 
lieb & Associates, New York p.r. concern, is councilor of the 
French Chamber of Commerce in the U. S... 
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(ADVERTISEMENT) 


Analysis Proves We Are Under- 


Building, Not 


There seems to be no question 
from any quarter that nearly every 
segment of the light construction 
industry (except possibly new 
home building) will continue to 
set new all-time dollar volume 
records between now and 1960. 
After that, all the experts look to 
the greatest building rush of all 
time—and their reasons are well- 
founded in facts and statistics, as 
reported in the “Red Letter of the 
Building Market,” published by the 
editors of Practical Builder and 
Building Supply News. 

“The only possible weak spot is 
new residential construction,” the 
Red Letter says. “Some economists 
wonder—are we over-building? 
Will mortgage money tighten up 
seriously? These and other ques- 
tions are being widely circulated 
these days and to a certain extent 
are justified. For a variety of rea- 
sons it appears likely there will be 
some tapering off of new home 
building in the latter half of 1955 
(or early 1956) ... but the point to 


it’s 


still rising. Translated into 


(ADVERTISEMENT) 


earn between $6,000 and $15,000 a nance reveals a new high in the pace with the demand! (Remem- 


year. Average family income rose number of families who plan to buy ber, housing is only a part of the 
/49% between 1944 and 1954, and a house in the coming year. 


Remembering that the modern 


| market.) 
“We must also keep an eye on the 


. . ® 
0 V e r _ B lu ] | din g ‘buying power, this means that 24 housing so many of our families immediate future—the 1960’s—and 


| gap between starts and formations 
—but doesn’t tell the full story. 


“One of the more noticeable ef- 
fects of the 1954 Housing Act has 
/been the rapid increase in ‘no 
down’ mortgages. This, in turn, has 
caused many to express fears that | 
home building may be borrowing | 
too much from the future. Yet, | 
the statistics indicate that we 
aren’t borrowing enough—contrary 
to the doubts expressed by many | 
that we are borrowing too much. 
For example, we spent 15% of our 
disposable income for housing in 
1930; 12% in 1940, and only 10% in 
1950. With all the easy credit pro- 
vided by the 1954 Housing Act, we 
are still not spending as much of 
our available money for housing as 
we did in 1940—much less than we 
did in 1930. 

“More than 50% of our families 
earn over $5,000 a year today—32% 


to buy a new house—and it is get-| 
ting progressively easier for them | 
to afford future payments. 


Obsolescence and Demand 


“Today, the typical American 
family believes modern housing to 
be an indispensable part of its 
living standards. This is both a 
cause and effect factor in building 
industry progress—never before in 
history have we made such great 
strides in offering houses of attrac- 
tive design, sound construction and 
convenient layout as we have in 
the last few years. In reporting a 
recent extensive Armstrong Cork 
Company survey, Walter Hoadley 
said that nearly 67% of the Amer- 
ican families prefer ultra-modern 
and ranch style homes. Moreover, 
census reports show that roughly 
one family in five is now moving 
each year, and the Federal Reserve 
Boards Survey of Consumer Fi- 


1945, the startling size of the out- 
of-date factor on the housing scene 
can be best appreciated from these 
facts; Our housing supply in 1950 
amounted to slightly under 46 mil- 
lion units. 30 million were in towns 
of 2500 or more population, 10 mil- 
lion in towns of less than 2500 pop- 
ulation, and 6 million in farm areas. 
86.6% of the first group were built 
before 1945! 88.2% of the second 
group were built before 1945! 90% 
of the farm homes were built before 
1945! That’s a total of 38 million 
homes that are “out dated” in the 
opinion of prospective home buyers. 


Getting Ready 
for The Real Boom 


“Taking such factors as those 
covered above into full considera- 
tion, somewhere between a million 
and a million and a half new hous- 
ing units will be needed each year 
between now and 1960 just to keep 


million families can easily afford) want today hardly existed before be prepared for them. Population 


will reach 190 million or more in 
‘the next decade. We will need 
‘to have a housing supply of nearly 
56 million units by 1965. That’s 
just the basic need. Add obsoles- 
cence and all the other factors con- 
tributing to demand, and an opti- 
mistic view seems justified. 

“But it is always well to temper 
optimism, and any manufacturer 
who relaxes selling effort in antici- 
pation of easy sledding will surely 
suffer. This is particularly true of 
‘the year ahead, and the next few 
following. Home building seems to 
be in for a slight decline, non- 
residential building is due to in- 
crease, and remodeling, alteration 
‘and repair is also on the upgrade. 
|Up or down shifts can occur in any 
or all of these segments of the in- 
dustry, and your sales program 
must be geared to take them in 
stride. In brief, you must sight the 
whole target all of the time.” 


Says Donald W. Lewis, Builder 


remember is that there’s a lot more and Designer, Anchorage, Alaska: 
to the Light Construction Industry ; ‘ eee 
than just new home construction. “Practical Builder isn't just 
“Similarly, there are few build- another magazine to us...it is , 
ing products manufacturers who : | 
need to depend on new residential the means by which we keep up | 
building alone for their market. : l ts 
This is the factor that makes the with new deve -— | 
Light Construction Industry such products being brought out by both | 
a powerful force in the National ; : . 
Economy, and the most vital por- builders and material men in 
tion of the great Construction In- r 
dustry. the States; and I want you | 
“Let’s look at the facts: The to know we appreciate it.’’ 


non-residential segments of light 
construction, commercial building; 
light industrial building; farm 
building; institutional building, 
plus remodeling, alterations and 
repair, etc., accounted for over $20 
billion in total volume in 1954. New 
residential building accounted for 
$12.7 billion. These are the bureau 
of Labor Statistics and Department 
of Commerce figures. The consensus 
of the top building authorities in 
the country indicates that the non- 
housing segment will increase to be- 
tween $23 and $24 billion in 1955. 
They also estimate that the new 
residential volume will hit $15 bil- 
lion. Should we be unduly alarmed 
if the housing total falls short by a 
billion dollars? 

“If the entire light construction 
market were only $15 billion, such 
a drop off could be alarming. But 
remember, new home building vol- 
ume was less than $13 billion in 
1954, the second biggest year (in 
starts) of all time. More important, 
the total Light Construction Market 
is $40 billion, so the predictors are 
talking about a possible drop of, 
say 5%. And, while we will agree 
that the factors some forecasters 
point to with knowing nods could 
result in temporary reduction, we 
seriously doubt that the overall ef- 
fect will trouble anyone very much, 
if they keep their sales eye trained 
on the whole target. 


Too Many Houses— 
Too Few New Families? 


“One of the reasons for ‘over- 
building’ talk is the statistical esti- 
mate indicating that we are cur- 
rently building about twice as many 
new homes as new family forma- 
tions require. There has been only 
one year (1941) in the 20 years be- 
tween 1930 and 1949 when home 
building even came close—in total 
starts—to the number of household 
formations. In that time, forma- 
tions exceeded home starts by a 
total of 4 million families. Thus, 
if this were the only factor, we 
would have had to build nearly a 
million more houses than the num- 


| 
} 


Anyone conversant with the light construction industry 


automatically makes Practical 
It gives you not just part of the bui 
cost per page per builder-buyer. Ye: 
the more you find: 


You can't sell builders you don't re 


today knows it’s the builders who are buyers. There 1s no use 
laboring that point. But there’s another, and equally important, 


ae 


point that makes grown-up sense: You can’t sell builders 


sir, the more you add it up 


PB is your Plus Buy... by far! 


you don’t reach. And don’t let anyone kid you: Builders are not neatly pigeon-holed 

in certain close-knit geographic areas. They're all over the map...just as houses and 
people are. So if you want your share of this year’s close-to-40-billion-dollar 

light construction market (including remodeling, repair, etc.), you have to reach 

ALL the builders who count...in big towns, small towns, in-between. That 

builder your national market-place. 
l\der-market but all of it. And at lowest 
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) - per of families formed every year 
| between 1950 and today to be 
‘caught up.’ Actually, we haven't 
yet made much of a dent in that 
‘backlog’. This neatly offsets the 


construction industry 


= & a. 
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Business Paper Ads 
Boosted H. K. Porter 
Sales, Evans Says 


PHILADELPHIA, June 7—The 
heavy use of business paper ad- 
vertising was credited by Thomas 
M. Evans, president of H. K. Porter 
Co., with increased sales of its 
many subsidiaries. 

He said that even though Porter 
was 60th in the entire group in 
business paper ad expenditures last 
year, many companies which spent 
less on advertising than Porter 
dwarfed his company in size and 
volume. 

“Our basic philosophy in ad- 
vertising and sales promotion is 
that while a consumer generally 
buys on convenience, sales appeal, 
price and quality, industry gen-| 
erally buys on quality first, serv-| 


'U. S. Printing & Lithograph 
‘Buys McCandlish Corp. 

| U. S. Printing & Lithograph Co., 
| Cincinnati, has bought the capital 
_stock of McCandlish Lithograph 
\Co., Philadelphia. McCandlish will 
be operated as a subsidiary of 
U. S. Printing. Atlee R. McCand- 
lish, president of McCandlish Corp., 
will retire after more than 45 years 
in the company. Harold A. Speck- 
man, formerly v.p. and sales man- 
ager of McCandlish, has been 
named president of the subsidiary 
company. 


Brown Elected President 


Logan R. Brown, Lever Bros. 
Ltd., has been elected president of 
the Toronto chapter, American 
Marketing Assn. Other new of- 
ficers are Clifford Balson, McKim 
Advertising Ltd., v.p.; G. W. Whid- 
den, Gruneau Research Ltd., secre- 
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Rosenthal Succeeds Lewis 


at ‘Courier-Journal’ 


Bernard D. Rosenthal, who joined 
the Louisville Courier-Journal and 
Louisville Times in 1954, has been 
named to succeed Emery F. Lewis 
as head of the copy and planning 
section of the advertising depart- 
ment of the two newspapers. Mr. 
Emery is now an account executive 
with Zimmer-McClaskey Advertis- 
ing, Louisville. 


Detroit Adcraft Club Elects 


Clark H. Stevens, v.p. of Sawyer- 
Ferguson-Walker Co., has been 
elected president of the Adcraft 
Club of Detroit. Other new officers 
are Norman W. Sharrock, assistant 
media director, Campbell-Ewald 
Co., Ist v.p.; Worth Kramer, v.p. 
and general manager, WJR, 2nd 
v.p.; John E. Nielan, Hearst Ad- 
vertising Service, secretary, and 


RELAX, ENJOY 1T—Brown-Forman Distillers Corp., Louisville, is using 
this window centerpiece for summer promotion for Early Times. 


ice, price, and then other trade 
factors,” he told some 300 mem- 
bers of the Philadelphia chapter 
of the American Marketing Assn. 


tary, and L. G. Gray, Canadian | 


Robert G. McKown, comptroller, 
Facts Ltd., treasurer. 


D. P. Brother Co., treasurer. 


= Mr. Evans, prior to his address, 4- . 
received the Parlin Memorial 
Award. He delivered the Parlin 
Memorial Lecture. 

He told the group that his com- 
pany is trying to educate its adver- 
tising agencies to the fact that the 
purchaser in the industrial world 
“is a man who might be tempted 
in his private life by many of the 
techniques so successfully used in 
magazines, radio and television, 
but is a different person when it 
comes to buying hydraulic ma- 
chinery.” 

He explained that if an indus- 
trial customer tells Porter a prod- 
uct is outstanding, the company | 
can quote the customer. But the 
manufacturer will hardly believe 
that another customer will be sold 
on this basis. 

“So we try to stick to the facts, 
describing our products without 
exaggeration,” he added. 
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® Because he considers advertising | 
and promotion so important, each 
Porter division has a man to direct 
advertising, publicity and sales 
promotion. The division depart- 
ment heads then report individ- 
ually to the New York advertising 
and public relations office and to 
the division sales manager. 

In 1955 alone, Porter products 
are being advertised in about 100 
different business publications. Its} . 
institutional campaign is sched- 
uled for Business Week, Dun’s Re- 
view & Modern Industry, Forbes, 
Fortune, New York Times, News- 
week and the Wall Street Journal. 
Consumer products, such as lawn 
sprinklers and garden hose, are 
advertised in newspapers, Better 
Homes & Gardens, Life and The 
Saturday Evening Post. 

Valentine T. Kartorie, manager 
of marketing services, York Corp., 
York, Pa., was elected president 
of the Philadelphia chapter. John 
H. Picou, supervisor of special 
studies, marketing division, At- 
iantic Refining Co., was elected 

lst v.p.; David U. Uliman, treasur- 
er, R. G. E. Ullman Organization, 
Philadelphia, 2nd v.p. 


Columbia Appoints Two 
Gilbert McKean, formerly di- 
rector of the Columbia transcrip- 
i tion service, has been named di- 
rector of consumer relations for 
Columbia Records, New York. He 
will be responsible for advertising, 
sales promotion, publicity, design 
and packaging. Coincidentally, 
Irving Townsend, the company’s 
former ad manager, was named . 
executive assistant to Goddard ‘ ‘ 
Lieberson, exec. v.p. of Columbia . 
Records. 
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Red Star Lines Names Barlow 

Red Star Express Lines Inc., 
Auburn, N. Y., has named Barlow 
Advertising Agency, Syracuse, to 
handle its advertising and public- | 
ity. ! 
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FCC Ponders Use of 
Education Channel 
to Solve UHF Woes 


WASHINGTON, June 7—The Fed- 
eral Communications Commission 
agreed last week to consider a plan 
which would make a third v.h.f. 
channel available for commercial 
use in Des Moines. 

The proposal was offered by 
KGTV, which currently operates 
on u.h.f. Channel 17. One v.h.f. 
competitor is already on the air 
and a second will soon be under 
way. 

Under the plan, v.h.f. Channel 
11, which has been reserved for 
educational purposes, would be 
made available for commercial use. 


® In an announcement inviting 
comments on the proposal, FCC 
said if the channel is shifted to 


upon application by all interested 
parties. 

Commissioner Frieda Hennock, 
who feels educators are entitled to 
more time in which to arrange for 
the use of non-commercial chan- 
nels, dissented. 


Weaver Agency Reorganizes 

Weaver Advertising Agency, San 
Diego, has reorganized as Morton, 
Martin, Weaver & Associates. 
Douglas Weaver will direct the art 
and production department. New 
principals in the agency are Joanne 
Martin and Ralph Morton. Bob 
Anis will head a new industrial 
department. 


‘Service’ Names Brookman 
Bryan Davis Publishing Co., New 
York, has appointed Jerome J. 
Brookman, publishers’ representa- 
tive, eastern advertising represent- 
ative of Service, business publica- 


'tion in the radio-electronic-tv ser- 


commercial use it will be available | vicing industry. 


Coming 
Conventions 


*Indicates first listing in this column. 

June 12-17. Special Libraries Assn., ad- 
vertising division, 46th annual convention, 
Hotel Statler, Detroit. 

June 15-17. American Marketing Assn., 
national conference, Schroeder Hotel, Mil- 
waukee. 

June 19-20. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Wentworth-by-the-Sea, Ports- 
mouth, N. H. 

June 19-22, Poster Advertising Assn. of 
Canada, Hotel London, London, Ont. 

June 20-22. Lithographers National 
Assn., annual convention, Lake Placid 
Club, Lake Placid, N. Y. 

June 24-26. Northwest Daily Press Assn., 
summer meeting, Ruttger’s Birchmont 
Hotel, Bemidji, Minn. 

June 26-29. National Advertising Indus- 
tries Exposition, Hotel Morrison, Chicago. 

June 26-29. Advertising Assn. of the 
West, 52nd annual convention, Multnomah 
Hotel, Portland, Ore. 

July 11-13. Newspaper Advertising Ex- 


|ecutives Assn., summer meeting, The 
|Greenbrier, White Sulphur Springs, W. | 
Va. 


Aug. 6. Midwestern Advertising Agency 
Network, 3rd quarterly management and 
production workshop, Drake Hotel, Chi- 
cago. 

Aug 6-9. Mail Advertising Service Assn., 


annual convention, Statler Hotel, Los 
Angeles. 
Aug. 15-19. Photographers’ Assn. of 


America, 75th anniversary convention, 
Conrad Hilton Hotel, Chicago. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world convention, 
Ambassador Hotel, Atlantic City. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
| lishers’ Assn., 3lst annual convention, 
| William Penn Hotel, Pittsburgh. 
| *Oct. 7-9. National Advertising Agency 
|Network, midwestern regional meeting, 
| Dayton, 

*Oct. 14-16. National Advertising Agency 
| Network, eastern regional meeting, At- 
lantic City. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., 


good spot 
fo bein? 


Like to have things pretty much all to yourself? 


Then give serious thought to spot television— especially on 


the 12 stations we represent. It comes in all sizes from less than 
$100 a week to more than $1,000,000 a year... and its 


cost-per-thousand is so low you can virtually take over a market 


without going over your budget. 


Take the case of the distributor in the Carolinas for Union Oil 


Company of California, who wanted to expand the demand for 
his premium-priced motor oil. A schedule on WBTV, Charlotte, 
hand-picked to fit his budget, brought these results within 26 


weeks: “‘We are now the top distributor in the nation. We've 


exceeded last year’s sales by 102%, and have set up many 


associate distributorships. This can definitely be attributed to our 


television advertising with your company!” 


Results like these help to explain why more than 300 national 


spot advertisers are currently using schedules on one or more 


of the 12 stations (and the regional network) we represent. 


It’s a good spot to be in! 


CBS TELEVISION SPOT SALES 


Representing: wess-tv New York, wcau-tv Philadelphia, wror-rv Washington, 
wstv Charlotte, watw Florence, wmsr-tv Jacksonville, wxix Milwaukee, 
wepo.tv Chicago, Kst-ty Salt Lake City, xeut-tv Galveston-Houston, 
xorn-Tv Portland, knxr Los Angeles, cB* TELEVISION PACIFIC NETWORK 


Fae 
ges 


TRIPARTITE PICNIC PUSH—This ad in 
the Cincinnati Post kicked off a 
12-week advertising program on 
the picnic theme, jointly backed 


by Jon-Henri wieners, Rubel’s 
baked goods and Tom Collins Jr. 
soft drinks. Leonard M. Sive & As- 
sociates is handling the campaign. 


annual meeting, Drake Hotel, Chicago. 
Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4ist annual meeting, Drake Hotel, Chi- 
cago. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and _ conference, 
Automotive Bldg., Canadian National Ex- 
hibition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society 
of America, annual national conference, 
Ambassador Hotel, Los Angeles. 


Allis-Chalmers Boosts Thode 

Arthur E. Thode has been ap- 
pointed industrial advertising 
manager of the tractor division of 
Allis-Chalmers Mfg. Co., Milwau- 
kee. With the company since 1929, 
he most recently has been super- 
visor of industrial sales literature. 


Comstock & Co. to Move 


Comstock & Co., Buffalo agency, 
will move Sept. 1 to new quarters 
in the Twin Office Bldg. 


Mumm, Mullay Adds Office 
Mumm, Mullay & Nichols, Co- 

lumbus, O., has opened a Chicago 

office at 904 Merchandise Mart. 


| Lee Schooler, President, 
Public Relations Board 
always uses his 


Minox 


camera ~ 


to photograph news while 
it's being made and after 
it's printed. Lee finds the 
minox the easiest way to 
record photographically 

on his nationwide travels. 


for their work . . . for their 
pleasure—executives use the 
world's tiniest precision 
camera (weighs but 2'/. oz.). 
fast f/3.5 lens. all speeds 
from 1/2 sec. to 1/1000 sec. 


you can use a minox, too! 


minox JIII-S with 

chain and case 13950 
for literature and your 
dealer, write Dept. M 


KLING Photo Corp. 
235 Fourth Ave. 
New York 3, N. Y. 
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Miller Brewing Boosts Sentz (Mr. Sentz, with Miller for six 

Lester C. Sentz has been ap-| years, most recently was a whole- 
pointed point of sale supervisor of | sale salesman in the southern cen- 
Milier Brewing Co., Milwaukee.| tral sales district. 
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readers of DOWN BEAT 

are an unexcelled market 

for you. They love good 

music and want the finest re- 
roduction. They rely on DOWN 

BEAT’S Hi-Fi section for guidance. 


More than 50,000* buy DOWN BEAT 
More than 100,000 read DOWN BEAT 


Write today for complete market information! 


DOWN BEAT?) cane Ave 


Chicago 16, Ill. 
Everything in the World about the World of Music 


=) a maher Down Beat—Country ond Western Jomboree—Record Whirl—Up 
publication 


Beot—Music—Beverages—Radio y Articulos Electricos—Bebidos— 
publishing since 1934 Radio y Articulos Electricos Catalog File—Bebidas Annual Directory 


*ABC audit 


La Farmacia Moderna—La Tienda—Elaboraciones y Envases— 


Richfield Oil Opens 
Its Biggest Ad Drive 


in Western States 


Los ANGELEs, June 7—Richfield 
Oil Corp. has launched its biggest 
ad campaign using all media in 
the major markets of the six most 
western states. 

The campaign calls for seven- 
column or full pages in color in 
all metropolitan dailies; extensive 
spot tv schedules; sponsorship of 
the half hour “Success Story” on 
tv in Los Angeles and San Fran- 
cisco; 100% showings in outdoor 
boards, plus rotating panels in 
the six largest markets; contin- 
uing sponsorship of the “Richfield 
Reporter” on NBC, and some mag- 
azine space. 

This year’s campaign will con- 


‘|tinue the theme of last year that 


Richfield is “the only gasoline 
guaranteed best.” The statement 
is backed by a double-your-mon- 
ey-back if not satisfied guarantee. 


However, the guarantee will not 
be featured in ads this year. 

At the start, Richfield is plug-| 
ging the fact that it is “the official | 
gasoline of Disneyland.” The com- 
pany has a huge station at the 
Disneyland Hotel and will have 
two exhibits in the park when it 
opens. 


® In addition to the use of the 
Disneyland tie-up mentions in all 
media, Richfield is distributing 
Disneyland Comic Books free at 
its stations. First offered less than 
a week ago, an initial order of 
500,000 was exhausted in three 
days, and a second order of 750,- 
000 has been placed. 

Later this year, campaign em- 
phasis will be shifted to make a 
direct appeal to women. This will 
be based on a recent survey of 
dealers which revealed that seven 
out of ten customers in service 
stations are women. This is a 
direct reversal of the ratio which 
prevailed as recently as 1947. 

Other figures in the survey: 


Leading Manufacturers have already sched- 
uled JUBILEE FEATURE ADVERTISING in Full 
Color — Black & White — and Multiple Page 
units in August issue of SUPER MARKET MER- 
CHANDISING, the Industry’s Pioneer Publi- 
cation and its Recognized Voice of Authority. 


SUPER MARKET MERCHANDISING 


is geared to carry YOUR MESSAGE to 
the TOP — where it counts! 


ORDER SPACE NOW IN THE 
BIG AUGUST JUBILEE ISSUE 


Space Reservations Close: July 10th 
(Deadline for copy — July 15th) 


SUPER MARKET PUBLISHING CO. 


EXT 


RAI! | 


SILVER ANNIVERSARY 


OF SUPER MARKET INDUSTRY OFFERS 


EXTRA SELLING OPPORTUNITY 
FOR ADVERTISERS (Food & Non-food) 
IN 20 BILLION DOLLAR MARKET 


MDI SING 
Spearheads Industry’s SILVER JUBILEE . . . 
GREATEST PUBLIC RELATIONS PROGRAM 
in the History of Food Retailing. 


ENDORSED & SUPPORTED BY 


© Super Market Institute 


© Leading Super Markets & Chains 
¢ Grocery Manufacturers of America, Inc. 


¢ Nationally Famous Manufacturers 


RECOGNIZED & PROCLAIMED BY 
Governors of 23 LEADING STATES 


SILVER JUBILEE PROGRAM TO BE 
HERALDED TO AMERICA’S MILLIONS by 


© NEWSPAPERS © LEADING 

© TELEVISION FOOD EDITORS, 
© MAGAZINES COMMENTATORS 
© RADIO & COLUMNISTS 


10,000 SUPER MARKETS PLAN LOCAL 
JUBILEE PROMOTIONAL TIE-INS 


67 West 44th Street, New York 36, N. Y. 


‘Toke ¢ howk o the pen page of « price-comer's curren coming MO 
Seealler merchenene’ Not surpriming a: afl Por Sheafer is on 
compery ther eggressrvely support us pree policy with consumes 
policing — 2nd orme, 

More thee ‘6.000 leguumace reesers fenmre end recommen 
Sheatler products sith combdence. When you deumonsuren « Seorks 
Pen, you cam be sure that you're mor doing the sales servien for 


SMEAFFERS 


FA Mette Pee Company. Pee 
e a, oe, 68 


NO CUT RATES—The Sheaffer Pen 
Co. is running this ad in stationery, 
department store, drug store and 
jewelry trade magazines telling 
dealers the company’s fair trade 
story and the fight to prevent its 
products from being sold at cut 
rates. 


women influence 56% of the pur- 
chases of gasoline and oil and 
55.9% of the servicing of a car; 
one third of the 70,000,000 motor- 
ists on the road today are women; 
women in general are no longer 
ignorant of the inner workings of 
an automobile. 

Hixson & Jorgensen, Los An- 
geles, is the agency for Richfield. 


‘Colgate Comedy Hour’ 
Adopts New Format 

Colgate-Palmolive Co., Jersey 
City, N. J., will replace its present 
NBC television show, “Colgate 
Comedy Hour,” with a new varie- 
ty format, “Colgate Variety Hour.” 

The new show will start Sun- 
day, June 12, in the time spot, 
8 to 9 p.m., EDT, held by the pres- 
ent show. William Esty Co., New 
York, is the agency. 


Bakewell Joins Wayne Welch 


George Bakewell Jr., formerly a 
partner of Rippey, Henderson, 
Kostka & Co., has joined Wayne 
Welch Inc., Denver agency, as a 
V.p. 


WPOR Names Representative 


WPOR, Portland, Me., has ap- 
pointed Everett-McKinney as its 
national representative. 


Pt ee 
PREMI-O-RAMA 


facie 


Premium Buyer Finds 
Year 'Round Premium 


Center Free Admittance 
He's just discovered Premi-O- 
Rama, the world's only one-stop 
shopping center for Premiums, 
Gifts and Advertising Specialties. 
100 manufacturers maintain dis- 
plays here the year ‘round for 
your convenience. 


Telephone: MUrray Hill 2-2180 


[PREMI-O-RAMA| 


216 S. WABASH AVE., CHICAGO 
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Feature Section 


Advertising Age 


Stop the Nonsense, Woolf Says 
Guaranteed Wage Would Change 
Seasonal Fluctuations: Weiss 


Time Factor in Communications 


Salesense in Advertising ... 


Good Sales Are No Proof that 
Nonsensical Advertising Pays 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 


Thompson Co.) 


It is not unusual for a product to en- 
joy a considerable measure of consumer 
favor in spite of the incompetence of its 
advertising. 

The fundamental reason for its com- 
parative success is the 
fact that it delivers a 
bountiful measure of 
value to the customer. 

Nowadays, as we all 
know, there is a great 
deal of nonsensical ad- 


national media. In the 
a words of The Creative 
James D. Woolf Man, “What is com- 
municated is not of 
paramount importance. The desire to 
speak the truth or enlightenment or even 
just to pass along a small bit of informa- 
tion is overshadowed by the unthinking 
urge to be heard, to turn heads, to have 
the finger pointed—no matter how un- 
discerning the digit.” 


® Many times over the.years, in this col- 
umn, I have reproduced advertisements 
which, in my opinion, are highly incom- 
petent. Nearly always they are non-in- 
formative. Often they are just plain 
silly. Sometimes they are guilty of gross 
exaggeration, if not actual mendacity. 
Oftenest of all, they resort to gimmicks 
intended to tickle the reader’s funny 
bone. 

Frequently the sponsors of these ridic- 
ulous “advertisements” take offense and 
write me sharp letters of disagreement. 
The tenor of their defense is usually 
this: “If our advertising is as bad as you 
say it is, how do you explain the fact 
that our current sales picture is quite 
satisfactory?” 

You’ll find my answer in the second 
paragraph of this present article: They 
make and market a damn fine product. 

Advertising—competent or otherwise— 
is not the basic reason for a successful 
marketing operation. Fundamentally, ad- 
vertising is not the reason for the suc- 
cess of, say, Campbell’s soups or Ford 
motor cars. Or Hershey chocolate bars. 

Hence it is that, in my opinion, market- 
ers are deluding themselves when they 
pay homage to the selling power of non- 
sensical advertising. Moreover, I think it 
not altogether improbable that silliness 
and absurdity in advertising can actually 
be harmful to the good reputation of a 
fine product. 

Now what I am getting at is this: If 
a fine product—a product that delivers a 


vertising appearing in 
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GIMMICK—The Autronic-Eye, the small 
text says, is an “amazing GM advance.” 
An advertiser is seldom lucky enough to 
have such spectacular news to catch the 
attention of the reader. Why, then, the 
silly owl? Doesn’t GM believe that this 
product is newsworthy and exciting? 
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bountiful measure of value—prospers de- 
spite incompetent advertising, might not 
competent advertising carry it to greater 
glory? 

Reproduced here are several advertise- 
ments which, in my judgment, are more 
or less of the nonsensical variety. Des- 
perately they try for attention not pri- 
marily for selling power but for uncon- 
formity and “cleverness.” At all costs, 
come hell or high water, they seek to be 
different, 

The products featured in these ads, as 
far as I know, are doing all right in the 
market place. Might they not do even 
better if they used salesense in adver- 
tising? 


every family has men who'd like Hanes 


a ee 
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MONKEY-BUSINESS—In the small print, if 
you read it, is a promise of an important 
consumer benefit: “You save money on 
every piece of Hanes underwear you 
select.” And “no monkey-business,” says 
this copy. If this were my ad, I’d drop the 
monkey-business in the illustration and 
hit head-on with a promised benefit. 
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SINGERS AND SWINGERS—Carrier air condi- 
tioning, if my information is correct, is 
enjoying a healthy sales situation. The 
reason, I suspect, is not the selling power 
of Carrier’s current advertising. The rea- 
son is that Carrier delivers a bountiful 
measure of value. I believe that more 
salesense and less nonsense might make 
the Carrier sales picture look even better. 
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NEWS BURIED—The fine print says that “AC Filter takes out particles as small as 1/100,- 

000 of an inch...without removing the detergents from heavy-duty oils.” I read, 

too, that AC Filter will keep “spring” in my engine “for years longer!” But it seems 

this advertiser believes that this news will be of no interest to car owners. Hence, the 
silly hounds! The plug in the AC Spark Plugs ad is equally nonsensical. 
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‘Marty’ Leads the Way 


The Creative Man’‘s Corner... 


is has given her the beautiful watch for remembrance.’ 

Le “ No,’ said the second observer, ‘they are here to celebrate wedding anni- 
oT versary, and the watch is in token of gratitude.’ 

~ “But the third observer smiled and said: ‘What matters it? They are in 
ul love, and he has chosen a golden symbol that will always say to her: This is 
re not for the beginning or the middle of our togetherness . . . This is for all 
ce time.’ ” 

rT. 


By The Eye and Ear Man 

At the arty film festival of the world 
of cinematography, held in Cannes, 
France, where the producers of films de- 
signed to provoke thought and stimulate 
progress, compete for the highest awards 
of their craft, the first peace winner was 
a reworked television play called “Marty.” 

“Marty” is the story of a Bronx butcher 
who needs a wife and gets one. It was 
written for and presented on the NBC 
Sunday night hour “Playhouse.” It was 
later given a film treatment and made 
into a first rate movie—but—a movie only 
a little better than the original tv show. 

The significance of this award is in the 
depths of penetration of tv today. It is 
now the great training ground for young 
writers, actors, producers, and directors. 
Because television is so voracious, and it 
consumes material and product faster 
than established writers can supply them, 
some people have worried about where its 
talent might come from. The old vaude- 
ville houses were gone. The Chautauqua 
circuit was gone. Radio talent was being 
reduced to disk jockeys. Hollywood was 
eliminating its contract players as well as 
its staff writers. 

At that black point it became evident 
that television was going to be self suffi- 
cient, The trial-and-error productions 
made stars and the many people back 
stage necessary to sustain stars. 


® Now another dimension has been added 
to television programming. The marriage 
of the motion picture industry and tele- 
vision will be stimulated by the coveted 
award won by “Marty.” Not only has live 
tv turned out to be the training ground, 
but it has also furnished top-grade ma- 


On the Merchandising Front... 


terial of quality. 

The new tv films made by the major 
motion picture lots were disappointing in 
their current aspect in that the studios 
were trying to hire experienced ty per- 
sonnel to do the tv production, when ad- 
vertisers thought they were buying pic- 
ture know-how. Now it appears that the 
motion picture studios had better take 
their tv assignment a little more seriously 
—not as just a chance to keep their B 
picture personnel and equipment occu- 
pied. 


@ Warners, 20th Century-Fox, Columbia 
et al can no longer adopt a superior atti- 
tude toward tv. They have now recog- 
nized the exploitation value of a multi- 
million home audience. They must now 
recognize that product is the thing, and 
that the tv audience is expecting quality 
product. Disney has proved the pay-off 
when good, imaginative product is of- 
fered. 

The motion picture industry is now 
making the product the tv audience will 
see this fall. They are very secretive 
about it. No one will see the end result, 
including the advertiser who is paying 
for it, until the last possible moment. 
These leaders in film-making have earned 
the right to be given this trust by their 
past performance. 

But the films the public and advertis- 
ers see this fall had better be good. The 
premium prices and the advance ballyhoo 
has led us to expect great things. A $35,- 
000 live hour drama has won a high ac- 
claim. A $100,000 product had better do 
as well in its artistic, as well as its mass, 
appeal. From now on “Marty” is the 
benchmark. 


Guaranteed Wage Would Spur Marketing's 
Help on Seasonal Fluctuations 


By E. B. Weiss 
Merchandising Consultant 

Does anybody doubt that the auto union 
will win some form of guaranteed annual 
wage? 

Does anybody doubt that the guaranteed 
annual wage can no more be stopped than 
could the 40-hour week when that became 
labor’s objective some years back— or the 
36-hour week, which is the next work- 
week objective? 

And if the premises are reasonably 
sound—if it is reasonable to conclude that 
within five to ten years the guaranteed 
annual wage will be quite commonplace— 
then isn’t it time right now for the world 
of marketing and advertising to contem- 
plate the probable impact of this funda- 
mental alteration on selling? 


® I have heard it said that the guaranteed 
annual wage marks another step in la- 
bor’s ultimate objective of winning a seat 
at the management level. That may be; I 
don’t profess to know, although I am fair- 
ly certain that labor already shapes many 
management decisions, whether or not 
labor has a direct voice in these proceed- 
ings. 

But in any event, it seems sensible—to 
me—to conclude that the guaranteed an- 


nual wage will, among the other forces 
to be set in motion by this concept, com- 
pel many industries that now suffer from 
seasonal-itis to find remedies for that 
economic ailment. 

Of course, the assumption is that an 
annual wage (I am using the term very 
loosely) will, almost automatically, do 
some leveling out of the season’s fluctua- 
tions, inasmuch as seasonal income must 
play some role in seasonal volume. How- 
ever, it is hardly likely that this decline 
in the seasonal purchasing role played by 
seasonal income will be as abrupt as the 
immediate requirements for fewer vol- 
ume valleys by manufacturers who have 
taken large or even small steps toward 
the guaranteed annual wage. The former 
takes time; the latter happens immediate- 
ly after the new labor agreement becomes 
effective. 


® It appears to me, therefore, that adver- 
tising and marketing are to be called 
upon to a much greater degree than ever 
before to iron out seasonal fluctuations in 
demand—in particular, to build up sea- 
sonal valleys without necessarily tearing 
down the seasonal peaks. And I believe 
that advertising, in particular, can play a 
much larger role toward this end than it 
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Three Guesses—All Wrong 


The story in back of the Gruen 


We reprint the copy of this Gruen ad in its entirety: 

“One day, three delegates from a far away nation were strolling up Fifth 
Avenue. A man and woman walking before them were talking with such 
excitement that the three delegates were amused. 

“Suddenly the couple stopped. The man reached into his pocket and gave 
the young lady a blue box. Then and there she opened it and drew out an 
elegant gold Gruen Watch. With glistening eyes she read the words engraved 
on the back. Then she threw her arms about the happy man and kissed him. 

“ ‘Ah,’ said the first observer, ‘they are obviously on honeymoon, and he 


Obviously the three delegates were strangers to our country or they would 
have known at once that the man and the woman were models posing for an 
advertisement. Who else would be so careful as to put the watch back in the 
box, wrap and tie it again before giving way to emotion? 


* 


has to date, although it should be noted 
that advertising has already played a con- 
spicuous role in some industries in over- 
coming seasonal slumps. 

As a matter of fact, the automobile in- 
dustry most certainly proved this year 
that the first quarter could be made to 
produce larger volume than has been 
traditional in this industry. It is being 
said that at least some of this volume was 
built up in anticipation of an enforced 
production shut-down this summer, but 
even if that is so (and the auto factories 
deny it emphatically), the fact remains 
that new autos have gone into home 
garages in the first three months of 1955 
at a pace that pretty closely equals the 
peak of the traditional peak months of 
April, May and June. 

Now it would be fanaticism—of which 
advertising suffers from an overdose—to 
conclude that this achievement is to be 
attributed solely to advertising. Clearly, 
new introductory dates, new models, a 
public that was not quite as pessimistic 
as some of our economists, a new surge 


upward in the total economy—all these 
were potent factors. But advertising by 
the auto makers on a scale for the first 
quarter, never before even approached, 
surely played a role. 


® The records of ADVERTISING AGE are 
studded with reports of manufacturers 
who filled in their seascnal valleys, in 
whole or in part, by: (a) new or changed 
products; (b) development of new mar- 
kets; (c) new merchandising procedures; 
and (d) new advertising concepts. 

Among the new advertising concepts, 
the record shows not only smart new 
advertising slants that have furnished 
persuasive reasons-why for buying out of 
traditional season, but the record also 
shows that stretching the length of the 
advertising season can also stretch the 
length of the public’s buying season. Put- 
ting that observation in reverse, some 
advertisers have obviously cemented the 
public’s seasonal buying habits by season- 
al advertising habits. 

It would seem, therefore, as though 
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some advertisers whose labor wins certain 
guaranteed annual wage benefits may find 
that the problems thus created actually 
become opportunities—that is, if they 
are recognized as opportunities, rather 
than looked upon with defeatism. I think 
it may correctly be stated that there are 
few merchandise classifications now suf- 
fering from the seasonal factor which can- 
not lessen seasonal-itis, if not cure it. And 
the guaranteed annual wage may be just 
what has been needed to pressure new and 
vigorous attention toward this goal. 

In this connection it is worth noting 
that from many angles the trend of the 
times has been toward improved poten- 
tials for year-round business in lines that 
historically have been seasonal (always 
noting, of course, the inevitable excep- 
tions). For example: 


® 1. Ever since the recovery from the de- 
pression of the 1930s, our workers have 
averaged a longer annual period of em- 
ployment than ever before in our eco- 
nomic history. Since 1940 the record in 
this respect, when compared with any 
other 15-year period, has been simply 
amazing. Steadier income should mean 
steadier markets. 

2. More liberal credit arrangements 
have had a beneficial impact on the sea- 
sonal factor. 

3. A larger percentage of income over 
living requirements enjoyed by more peo- 
ple—as evidenced to some extent by the 
vast increase in savings—provides an an- 
chor to leeward that encourages out-of- 
season buying. 

4. The increasing ability to travel in 
comfort at almost any season, plus the in- 
creasingly common winter vacation, have 
combined to fill in some former seasonal 
valleys. 

5. Changes in living habits also tend in 
this same direction; the emergence of the 


Employe Communications... 


so-called “10-months’ suit” for men is a 
fascinating example of this trend in a 
former four-season industry. 

6. Coming changes in science will ac- 
celerate some of these elimination-of-the- 
seasons trend; surely air conditioning has 
already played something of a role. Cli- 
mate control on an enormous scale lies 
ahead. 

7. The public accepts change more and 
more readily. Indeed, I suspect that the 
public accepts change somewhat more 
readily than do many manufacturers. For 
example, I would say that the 10-months’ 
suit concept originated more with the 
presumably conservative male than with 
the men’s suit makers. New attitudes to- 
ward seasons thus will find readier ac- 
ceptance. 


= But over and above all, it will be up to 
advertising men to develop smart reasons 
why for new seasonal attitudes by the 
public. In this regard I consider some of 
the Ford radio commercials in the first 
quarter of this year to have been out- 
standing examples of this particular “art.” 

As I recall those Ford commercials, 
they explained that, when you bought a 
car early in the year, you had use of it 
for a longer time before it became a “last 
year’s model”; that winter driving would 
be safer with a new car; that dealers of- 
fered better trade-ins during the winter 
months; that an improved heating system 
would make winter driving so much more 
comfortable, etc. 

Seasonal-itis will not be accepted by 
labor as a reason for deferring the annual 
wage concept. Consequently, the seasonal 
fluctuations must be smoothed out—by 
new products, new uses for old products, 
new merchandising concepts, and most of 
all by finding powerful anti-seasonal ad- 
vertising arguments that will make year- 
round advertising a sound investment. 


The Time Factor in Communications 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


Some years ago, according to an 
apocryphal but amusing little yarn that 
went the rounds, a company publication 
for employes reported the earth-shatter- 
ing news that Joe Blank of the Black- 
smith Shop was squiring a nameless 
blonde; by the time the item achieved 
print, so the story goes, Joe had mar- 
ried a brunette, raised three children 
and was enjoying his retirement pension 
in Florida. 

Plant employes are disposed to gripe 
about news in their journals that is no 
longer news, They fail to take into ac- 
count the fact that a monthly publication 
—which is what most of them are—re- 
quires a long period of time between the 
gathering of the fact and the distribution 
of the product. Although many in the 
field of employe communication shrug 
the matter off as something beyond their 
power to correct, a few pay heed to the 
importance of timeliness. They acknowl- 
edge that nothing moves faster than the 
grapevine, but they will try the next 
best thing. 


ws At the Kingsport Division of Mead 
Corp. at Kingsport, Tenn., Elizabeth Hof- 
ferbert for some years has edited a 
monthly employe magazine. The mechan- 
ics of production deny her publication 
timeliness, so about a year ago she de- 
cided to introduce a companion paper. It 
is a simple processed sheet, and it ap- 
pears every morning on the mill and of- 
fice bulletin boards. The editor gathers 


her material from established news 
sources upon her early arrival, and short- 
ly after nine o’clock the publication is 
posted on all the boards, 

At Fairchild Engine and Airplane Co., 
Farmingdale, L. I., Jack Robinson struck 
upon a single sheet, printed both sides, 
that could be prepared one day and 
distributed the next. The editor is thus 
able to provide employes with spot news 
—company and personal news. In Bloom- 
ington, Ill., the State Farm Insurance Cos. 
for several years have published a tab- 
loid weekly newspaper, professional in 
appearance and current in content. Hal 
McKenzie is the editor. 


® Some time ago, Thilmany Pulp & 
Paper Co., in Kaukauna, Wis., changed its 
employe publication from a monthly to 
a bi-monthly, creating an even bigger 
gap in the news pipeline. The director of 
industrial relations, L. C. Smith, decided 
to narrow the gap with a simple, timely 
formula. The result is the “News Flyer,” 
produced internally except for small off- 
set negatives and plates. R. M. Beau- 
grand gets the job out in three days. The 
Thilmany communications program is 
further buttressed by a management 
newsletter. 

For every “timely” employe communi- 
cations device that has survived, prob- 
ably a dozen have expired. The reason is 
that, in order to produce a timely pub- 
lication, the person responsible for it 
must have the time to do it. He cannot 
be thrust into the assignment, with the 
full and encouraging support of manage- 
ment, only to be withdrawn from it by 
other work pressures tomorrow, or the 
day after, 
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“Sometimes I wish we’d resign his account and stop this nonsense!” 


Looking at the Retail Ads 


by Frances Denney 
Pampers your beauty 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Many an ad that’s small and neat in 
proof form, and makes a rather pleasing 
appearance, is too gentle and static to 
shoulder its way through the terrific 
competition within a newspaper, and 
demand the attention the advertiser 
needs, 

The ad at the left ran as you see it. 

Anyone glancing at it, would read it 
only if interested in the word “Viva,” 
or secondarily in the name “Frances 
Denney.” 

The revision at the right—if it gets 
a glance—goes to work at once to in- 
trigue the reader. It immediately sug- 


by Frances 
Denney 


gests what is to be gained by the reader. 
That’s important. Many people who are 
interested in pampering their beauty or 
protecting their skin should now be 
added to those readers who respond to 
the names “Viva” and “Denney.” 


® After admen and women have worked 
long and hard to learn how to express 
themselves in terms of copy-persua- 
sion—they should then turn themselves 
to the matter of making certain that 
layout and type get across the words 
they write. 

Many a good ad becomes a weak ad 
when layout and type fail to communi- 
cate a story clearly and quickly. 

It is the job of a headline to reveal— 
not to conceal, 
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Non-Member Upholds Principle | trade and price fixing. 


of ANPA and Four A's 


I have been head of my own 


To the Editor: I must admit that, #8¢m¢y for the past 10 years, less | 


many of the current involvements 
between the Justice Department 
and several associations in the ad- 


vertising field leave me far behind. 


My non-legal-type mind just) 
doesn’t keep up with the charges 


and counter charges. 


But there are several things I do 
know. And as a small agency own- 
er, not a member of the Four A’s 


and not recognized by the ANPA, 
I am aghast to see that these or- 


ganizations are being accused of allow me credit beyond our ability 


two years during which I was a 
part owner of a larger agency. 
During the period of individual 
operation, I have never had the 
| slightest difficulty in placing ad- 
vertisements in any publication I 
desired nor in getting the commis- 
sions allowed by the publication. 
Nor have I ever had trouble in 
getting credit where such credit 
| was justified, It would be starkly 
/unrealistic for any publication to! 


restrictive practices, restraint of| to handle, just as it would be busi- 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 


? 


ESTABUSHED 088 

PRESS CLIPPING BUREAU 

BArcley 7-537! 

165 Church Street New York 7, N.Y. 
will provide you with a record of your 
results from promotions and releases. 

For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 


PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 


‘ness suicide for me to extend 
credit to a client who could not 
prove the ability and desire to pay. 

Our financial statement is al- 
ways currently on file with the 
ANPA, even though we don’t want 
and need their full recognition and 
recommendation. In this way we 
are saved the cost and time-con- 
suming effort of supplying this in- 
formation separately to hundreds 
of individual newspapers. 

But the mere fact that we are 
on record with a central body, and 
the fact that we have. supplied 
them with information which as- 
sures them we are a competent, 
qualified advertising agency is 
sufficient to have our name regis- 
tered. In this way, inquiries from 
their members can be intelligently 
answered and the individual mem- 
ber can then accept our orders or 
ask for cash in advance, depending 
on their individual policies. 

Should we place a campaign 
covering thousands of dollars, I 
could hardly expect any publica- 


4... MEYERCORD 


also makes specially processed 


DECAL SIGNS 


for application to the 


OUTSIDE of Doors and Windows 


Over 200,000 of these exterior- 
mounted decal signs have been used 
by Liggett & Myers to promote their 
“L & M Filters” brand. These signs are 
specially processed by the Meyercord 
Co. for outdoor application ... to glass 
store doors and show windows. L & M 
prefer exterior decal signs because 
they feel this type of application offers 
them several advantages such as con- 
venience for the salesman installer, 
usual dealer cooperation and accept- 
ance. All of which adds up to a peak 
number of sign installations. This sign 
is double faced, with a courtesy mes- 
sage facing the store interior. If you 
use point of sale decal signs, we invite 
you to get full facts about Meyercord 


decal signs. Write us... 


Advisor 
This valuable 


eye-arresting 


Do you have a copy 
of the MEYERCORD 


of sale decal signs is yours free 
for the asking. It shows how 
large. and small firms alike 
make that all- 
tact at the point of sale with 


Decal Signs. Request on your 
company letterhead, please. 


ADVERTISE 
8 at DECORATE 
book on point IDENTIFY 
with 
important con- MEYERCORD 
MEYERCORD DECALS 


The Voice of the Advertiser | 


This department is a reader’s forum. Letters are welcome. | 


| 


can be conceived by an amateur, 


tion to offer free and unlimited | 
credit terms without investigating | 
our ability to pay. Because, unlike 
a piece of merchandise, there is no 
salvage value to a day-old ad. 
Nor would I expect a publica- 
tion to allow me a discount with- 
out the assurance that, as an ac- 
credited and responsible advertis- 
ing agency, I was entitled to that 
commission in payment for my 
skill in the preparation of the ad 
—which must be a better ad than 


and therefore be of more value to 
the publication itself, as indeed it 
will be to the advertiser. 

There is no business in the world 
easier to open than an advertising 
agency, nor one harder to keep 
open. Any person with a pencil 
can proclaim himself an advertis- 
ing agency. Unless there is some 
sensible way to determine the 
genuine knowledge, background, 
experience and integrity of such a 
self-stated expert, the field can 
easily be overrun with charlatans 
and plausible quacks. 

The Four A’s, ANPA, APA, 
ABP, NBP and other groups are 
able to make this determination on 
behalf of their member publica- 
tions and thus in some degree act 
as protection for both the medium 
and the advertiser. 

If you were to spend a single day 
in my office you would have your 
eyes opened by the parade of gul- 
libles who come in with good mon- 
ey to spend on bad ideas. Of course 
these same people can and will get 
rid of that same money on their 
own or through less careful or per- 
ceptive agencies. 


But having the assurance that | 
we ARE an advertising agency— 
that we have been accredited after 
a thorough inspection of our com- | 
petence—that our advice is valid 
and based on knowledge and ex- 
perience—they can accept our 
guidance as authoritative. 

With no central bodies to advise 
in this determination, any person 
with an ability to sound credible 
can put out a shingle and be in a. 
position to do irreparable harm to) 
the very people the Justice Depart- 

ment is trying to protect—the little 
fellow. 


FOR INDOOR 


No other permanent type point of 
purchase medium offers the com- 
bined versatility, durability, and 
economy of American decal signs. 
Quickly applied to either glass or 
opaque surfaces, either indoors or 
outdoors. American decals put valu- 


able advertising space to work for 
you—day and night—and this space 


is cost free! 


American Decals remain bright and 
attractive for years, provide immediate 
identification of your sales outlet—tying 
in all your other advertising efforts at the 
time and place your product may be actually 


purchased! 


Allow American to help you plan your decal 
dealer signs now! Art and consultation 


services without obligation. 


WRITE today fer your 
tree full toler brochure | 
and ‘samples, 


7 Peonio belews | 


that God made the world | 


| 
! 
! 
! 
and man in it 
‘ 


@ philosopher 
@ or healer 
@or teacher 


He was, in fact’ 


ee 


way around. The little guy seeking 
his first advertising agency is prey | 
to a vast sea of greediness and 
muddling. 

When he needs his first lawyer 
or doctor he at least has the pro- 
tection of a certificate of gradua- 
tion, plus state examinations. If 
his professional adviser is also a 
member of one or more associa- 
tions, he is that much more sub- 
stantial, 

But his advertising agent need 
not even have completed grammar 
school, nor worked one single day 
in an advertising agency, unless 
there is some screening organiza- 
tion that can say, “We have exam- 
ined this agency and we feel that 
they are sufficiently schooled to 
serve the publication and the ad- 
vertiser.” Plus, “We have exam- 
ined their books and we feel they 
can and will pay their bills.” 

If this is restraint of trade, it’s 
restraint that I persenally want 
and need against the unfair com- 
petition of price-cutters, unprofes- 
sionals, incompetents and unethical 
operators. 

Let me restate: We have NOT 


been accepted by the ANPA nor. 


the Four A’s. I am not thoroughly 
in accord with all of their methods 
and policies. But I think they are 
fine and honorable associations and | 
the very backbone of a fair and| 


non-discriminatory American syS- | 


tem. 


ALLAN J. COPELAND, 
Allan J. Copeland Advertising, 
Chicago. 


Stands Behind Agencies 
in Compensation Dispute 


YOUR BEST. “al around” 


teens MDECALS 


OR OUTDOOR USE 
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a phantom 


Or a magician 


jMivadeone ot STRENGTH onc Power, 


C hristian 


| Episcopal Church's Literature 
Far Cry from Old Tracts 


To the Editor: It may surprise 
you and other advertising men to 
learn that some of the best copy, 
art and layout now is being writ- 
ten in church. To confirm this, I 
attach two pieces I picked up last 
Sunday in our little Episcopal 
church here in Fort Atkinson, Wis. 

They are a far cry from the 
heavy tracts we were exposed to 
as children and the “Are You 
Saved?” signs that still decorate 
our public roads. For a simple, di- 
rect, reasonable and appealing ap- 
proach, I don’t know how they 
could be greatly improved. 

HuGu HIicHsMITH, 

President, National Agricul- 

tural Supply Co., Fort Atkin- 

son, Wis. 


man of many years’ standing—and 
mostly associated with small agen- 
cies—it seems to me that Attorney 
General Brownell’s complaint 
against the publishers’ associations 
stems from ignorance of the facts 
| in the case. 

As to the charge that publishers’ 
associations adopted substantially 
uniform standards of recognition: 

This is no different than the 


substantially uniform wholesale 
‘and retail discounts adopted by 
_manufacturers in different lines of 
business, 

Besides, it is mecessary for the 
‘publishers to have certain stand- 
ards both to insure payment of 
'their bills and to insure that the 
| agencies’ clients can be adequately 
serviced. 
| As to the charge that national 


The big operations know their. To the Editor: As an advertising advertisers cannot obtain the agen- 


rer 


ON VENDING 
MACHINES 
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cy 15% commission: 

It seems to me that Mr. Brownell 
overlooks the two main functions 
of the advertising agency—first, 
that the advertising agency is ac- 
tually a wholesaler—buying space 
for not one, but a number of cli- 
ents. I do not see why the 15% 
agency commission is any less le- 
gitimate than any wholesaler’s dis- 
count. 


Second, the advertising agent 
does not offer the same service 
that the advertiser’s own advertis- 
ing manager offers. The agent has 
a broader experience, and each cli- 
ent benefits by the agent’s experi- 
ence with other clients. 

There may be cases where an 
individual advertiser has an ad- 


tal to this company to be known as|in business and operating, and this; Seems to me these two adver-| 
being out of business. It might management’s position regarding) tisers should get together to agree | 
interest you to know that “the gen- imports and tariffs be corrected) NOT to get together! As I said, | 
tleman who runs the Cambridge in your publication. Should your | funny how some things can be a 
Glass Co.” and his associates sold | interest persist in what has been) little disturbing. 

in September 1954. Since then, ex- | accomplished in Cambridge you Lov KASHINs, 
employes of the Cambridge Glass might find an extremely fascinat-| Lou Kashins Advertising, New 
Co., together with other interests, | ing story. York, 

have organized a new corporation K. THEODORE Korn, 
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Do You Own 


“The Wizardry of Words’’? 


If not, better send for your copy today. 
This tittle book packs a big punch. Lifts 
you out of the gutter of stagnation. Re- 
veals language a you may not 
have thought of. 

Only a dollar . . . worth a lot to a writer. 
A. C. BELDEN, 394 Pacific Ave., San Francisco 11 


which came into being Feb. 28,, The Cambridge Glass Co., 


1955, with workers being stock- 
holders, and that we are very 
much in business. I might also say 
that this company firmly believes 
that imports are no competition to 
us. Price-wise, they are below 
our level. In many cases they are 
quality-wise below our level. We 
know that we can compete on the 
quality and design basis. Thus, 


Cambridge, O. 
. + * 


Keep Apart—Sometimes 
To the Editor: Funny how some 
things can be a little disturbing. 
Needed some gas recently. Not 
many gas stations along the par- 
ticular road I was traveling. Tank 
was getting too low for comfort. 


You See Wher Is Happening At A Glance | 


%& BOARDMASTER Visual Control 
Saves You Time, Money. 

%& Gives Graphic Picture of Your 
Operations at a Glance. 

% Simple to Operate, Type or 
write on Cards, Snap in Grooves. 

% Ideal for Production, Traffic, 
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Sales, Inventory, Scheduling, Etc. 


edge as an agency which includes 


I It is my suggestion that both the| power of suggestion; especially 
an organization large enough to/fact that our company is indeed| when it is a negative one. GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


aa vertising department that includes|this company does not intend to|Suddenly...ah!...a CALSO sign | 3 Made of Metal. Compact and ] 
* 4 ,, & wide range of advertising exper-|spend funds or efforts on the| comes into view. But just as I get Attractive. Over 50,000 in Use. i 
? > ience, both in the preparation of|argument of tariff protection.| near the station, there, a big-as- $ 50 I 
oo advertising and in-the selection of |Thus, we have no quarrel with| life poster shouts: NO-CAL. Full price 49 with cards ] 
i advertising media, but it is absurd| whatever anyone might say about} Believe me, were it not for the 24-page illustrated ‘ 
z a to say that the advertising depart-| tariffs, but in self-defense we do| fact that I needed that gas so bad- F r EE BOOKLET No. V-100 ‘ 
A ment of the advertiser has as|have some quarrel with publicity ly, I could easily have been swayed Without Obligation i 
7 broad a base of advertising knowl-|referring to our company. from buying CALSO. Such is the Write Today for Your Copy : 

] 

] 
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handle its advertising. 


I have written this because I we ; 
have been in advertising for many : ‘ : : | 
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+t years, and have seen the effect that 

: advertising has had on the expan- 

| sion of our economy, and have had . 
od plenty of opportunity to see the 
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great part that has been played by 
advertising agencies—large and 
small. « 
E. M. Davipson, 
Manager, Claude E, Whipple, 
Advertising, Detroit. 
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i" Gimmicks Sell Merchandise, 
Cigar Man Tells C. M. 
i 
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To the Editor: I have just fin- 
ished reading The Creative Man’s 
‘ Corner in your issue of May 23, 

lt and because of his rather off- # 

iF hand slur at “women smoking 
cigars” (the same being the so- 
called “gimmick” in our recent 
- | Gold Label cigar advertisements), 
| 


“+ «+ * 
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I feel that I am justly entitled to 
one crack at this ivory-towered ; 
art and literature critic. 1 


=! 


In the finale of this article, he 
states, “Let nobody kid you. It is 
not advertising.” : 

I might add this: “It may not ' 
be advertising to you, buddy, but 
to Hathaway shirts, Schweppes i 
pee tonic and Gold Label cigars, it . 
a certainly is! IT SELLS MER- 

. CHANDISE, and if you don’t 


Mma} 1! ley 


a) 
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' think that is the reason why we 
bra, all spend our good money, you 
‘2 a are very sadly mistaken.” 

z | I really can’t speak for the shirt 
or tonic brands, but I assume that 
: they are not exactly struggling to 


_— a — = 


do business. However, I can tell 


3 you that sales of Gold Label Clear . 

oa Havana cigars are now greater & | 
= than at any time in our 88-year t | 
i history. We certainly feel that the to ‘ c | 
a creativeness of our agency, The P oN : 
> Emil Mogul Co., has played a vital at y 4 

. § part in this wonderful sales story, oe tht 

3 and the “women smoking cigars PHOTO: RIES 


i campaign” was one of the most . 

| successful we have ever run. | 
M L. A , ° . : : c 2.4 

| Vice-President, Gradiaz, An- Reeve Biggers, Manager Fiberglas Decorative Fabrics Division, says: 
nis & Co., Tampa. 


we ° ° 
saiiiceemesiinamneaies House Beautiful is our number one book... 


i 
; Very Much ‘In Business’ 
2 To the Editor: I have read with 
interest Stanley E. Cohen’s article 
“Protectionists Fear Foreign Pol- 
icy Measures May Wreck Home 
: Business,” published under Wash- 
ington dateline April 26 (AA, 
A May 2). 
I do not believe that my or the 

i Cambridge Glass Co.’s opinion on 

the pros and cons of the argument 
| are important. I do, however, 
| want to call to your attention 
ee your reference to this company 
. “... which, unfortunately has had 
mi to close.” Considering the wide 
readership your magazine enjoys, 
it would be extremely detrimen- 


Be seg 
| 


the trade. But House BeauTiFrut does an out- 
standing job of reaching both.” No wonder! 
Among our 650,000 top-income families 
(314-million men and women readers) are 
over 50,000 people engaged in retail trade. 
To tell your product story to key customers of 
the country, choose House Beautirut the 
magazine that sells both sides of the counter. 
For a copy of Mr. Biggers’ letter, write The 
Advertising Director, House BeauTiruL 
Magazine, 572 Madison Ave., N. Y. 22. 


“...when it comes to getting big advertising 
results for little money. It has consistently 
outpulled on cost per inquiry the other con- 
sumer magazines [used]... this includes a 
long list of general, women’s and home. We 
have been particularly gratified with House 
BEAUTIFUL’S far-reaching influence on deco- 
rators and architects specializing in institu- 
tional jobs (hotels, restaurants, etc.). 
“Some magazines do a good job reaching 
the consumer. Some do a good job reaching 


Chicago Cleveland 
Atlanta Boston Tyler 
Detroit Los Angeles 
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19 West Coast 
Adwomen Given 
Lulu Awards 


Los ANGELES, June 7—Nineteen 
women were honored last Sunday 
at the ninth annual Frances Holmes 
Awards luncheon with the presen- 
tation of Lulu statuettes for out- 
standing achievement in advertis- 
ing and allied fields. The contest 
was open to advertising women in 
the 11 western states and British 
Columbia. 

Judges in the competition, all of 
Los Angeles, were Winifred War- 
ing, fashion and sales promotion 
manager, J. W. Robinson Co.; 
Robert M. Crosby, supervisor of 
sales promotion materials, South- 
ern California Gas Co.; Gil Evans, 
advertising manager, Southwest 
Steel Rolling Mills; Kai Jorgensen, 
Hixson & Jorgensen; Frank Rice, 
publicity director, Bullock’s Down- 
town Store. 


@® Winners and their categories 
were: 


Copy, Bette Lou Maybee, Bots- 
ford, Constantine & Gardner, Port- 
land, Ore., first, and Marjorie D. 
Dier, J. W. Robinson Co., Los An- 
geles, second. 


Layout, Barbara Steel, J. W. 
Robinson Co., first, and Lauri Pro- 
vencher, Beckman, Hamilton & As- 
sociates, Los Angeles, second. 


Advertising illustration, Jan O’- 
Brien, Bullock’s Pasadena, first, 
and Florence Parsons, J. W. Robin- 
son, second. 


Direct Mail, Lynn Medberry, 
Carson, Roberts Inc., Los Angeles, 
first, and Frances Cantonwine, 
Frances Cantonwine & Associates, 
Los Angeles, second. 


Radio, Mary Mewhirter, Erwin, 
Wasey & Co., Los Angeles, first, 
and Margee Phillips, KBIG, Cata- 
lina, second. 


Tv commercial, Fran Harris, 
Harris-Tuchman Productions, Los 
Angeles, first, and Marion Stern-| 
bach, Dan B. Miner Co., Los An- 
geles, second. 


Commercial film, Fran Harris, 
Harris-Tuchman Productions, first, 
(no award for second). 


Publicity, Patricia L. Penney, 
Harry Bennett Agency, Los An- 
geles. first, and Margot Mallary, 
Cole of California, Los Angeles, 
second. 


Public relations, Paula Kent, 
San Diego Union & Evening Trib- 
une, San Diego, first, and Florence | 
Zimmer, First Federal Savings &| 
Loan Assn., Phoenix, second. 


Sales promotion and merchandis- 
ing, Margie Pexton, May Co., Los 
Angeles, first, and Cherry Boat- 
man, Hollywood Citizen-News, sec- 
ond. 


-” 


NEW YORK WELCOME—Adam J. Young Jr., left, president of the Sta- 

tion Representatives Assn., was on hand to greet Larry Webb when 

he took over as managing director of the association. Mr, Webb 
came to SRA from WLOK, Lima, O. 


Betty Gwyer Named Woman 
of Year in Washington 

Betty Gwyer, media and produc- 
tion director of Henry J. Kaufman 
& Associates, has been chosen “‘Ad- 
vertising Woman of the Year” by 
the Women’s Advertising Club of 
Washington. She has been with the 
agency 19 years. 

In presenting the award, Vi Sut- 
ton of Hecht Co., last year’s Wom- 


an of the Year, commended par- 
ticularly her efforts to encourage 
young people who want to get 
into the advertising business. 


Gale Joins Garden Foundation 


John F. Gale will join Garden 
Foundation Inc., Baltimore, as 
manager of market research, ef- 
fective June 20. He formerly was 
with National Fertilizer Assn. 


‘Clicquot Club Hikes 
Radio Budget 20% 
in New Ad Campaign 


Mi.uts, Mass., June 8—Clicquot 
Club Co., manufacturer of ginger 
ale, sparkling water and 21 flavors 
of soft drinks, is launching a new 
market-by-market advertising 
campaign in cooperation with its 
125 franchise bottlers throughout 
the country. 

Thomas F. Black Jr., president, 
at a press conference here today 
said that the company’s radio 
budget had been increased 20% 
over 1954. Currently, he said, radio 
is being used in New England and 
Los Angeles, supplemented by local 
cooperative newspaper advertising. 
The radio program, consisting of 
30 spots a week in local areas, is 
being supported by a Spell-a- 
Phone contest. An announcer, disc 
jockey or other personality on 
local radio stations makes calls 
both on and off the air to names 
selected at random from the tele- 
phone directory and asks the per- 
son who answers the phone for the 
correct spelling of the company’s 
name. If it is spelled correctly, 
and the Eskimo boy trademark is 
also identified, the contestant re- 
ceives a case of Clicquot Club soft 
drinks free. 


® The contest, Mr. Black said, pro- 
vides an extensive sampling oper- 
ation to show a large number of 
people the high quality of Clicquot 
Club beverages. 

The company was one of the 
earliest national advertisers. In 
1907, the first Clicquot Club ad- 
vertisement appeared in national 
magazines. The budget that year 
was $7,000. Since then, more than 
$20,000,000 has been spent to ad- 
vertise Clicquot Club products. Mr. 
Black declined to specify what the 
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company’s current budget is be- 
yond saying that the radio budg- 
et has been increased 20% over 
54, and that cooperative and point 
of sale advertising has been in- 
creased proportionately. 

Harold Cabot & Co., Boston, took 
over the company’s advertising in 
March from Cunningham & Walsh. 


® In addition to the Eskimo boy 
trademark, the company is intro- 
ducing another character, a blond 
girl, also in Eskimo costume, to be 
known as Lotta Sparkle. She will 
appear in newspaper advertising 
and on radio and tv commercials 
to emphasize that there is a “Lotta 
Sparkle in every glass of Clicquot 
Club to add tingle to the taste.” 
With Klee-Ko, the Eskimo boy, 
she will be used in point of sale 
material in stores. 

The company will mark its 75th 
anniversary in 1956, Plans are un- 
der way, Mr. Black said, for ex- 
tensive national advertising to 
break early next year. The current 
market-by-market cooperative 
program, he said, is intended to do 
a lot of experimental testing pre- 
paratory for the national program 
in ’56. 


® Clicquot Club was a pioneer in 
radio advertising, Mr. Black 
pointed out. Its radio program, 
featuring the Clicquot Club Eski- 
mos orchestra under the direction 
of Harry Resor, was heard over the 
NBC network from 1926 through 
1934. The late H. Earle Kimball, 
head of the company until 1952, 
actively supervised the advertising 
program that made Clicquot Club 
a household name for many years. 

With the increase in freight rates 
and other problems in the 1930s 
the company set up its current 
franchise bottling operation. Its 
125 bottlers manufacture the com- 
pany’s products from syrup made 
in the Millis plant. 
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Outdoor sells more! 


Coupon Deal Brings Ad to N. Y.| 


Colgate-Palmolive Co., Jersey) 
City, brought its new detergent,| 
Ad, into the New York market last 
week with a coupon mailing to vir-| 
tually every family in the area, of-| 
fering a free large package. Ad-| 
vertising includes newspapers and | 
television, through Lennen & New- 
ell. Ad was launched in Chicago 
early last month in a similar man-| 
ner. It is also on sale in Phila- 
delphia and other areas across the 
country. 


R&R Moves Dallas Office 


The Dallas office of Ruthrauff 
& Ryan has been moved to 1412 


Main St. Robert O. Parker, for- | 


| ~ 


merly with the agency’s Chicago 


office, has been appointed art di- | 


rector in Dallas. 


@ Now cut-outs give you new selling impact in out- 
door advertising. Rotate them in one city or on an in- 
tercity basis! Ask us about GOA’s new network plan! 


General Outdoor Advertising Co. 


Harrison & Loomis Streets 


General Offices 


Chicago 7, Illinois 
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Along the Media Path 


Digging through the storeroom, 
Electrical West executives found 
a dozen copies of their magazine 
dating from the ’20s, some still 
bearing the old title, Journal of 
Electricity. They ripped out ads 
from the old copies, made them a 
part of a promotion piece sent to 
advertisers. Some of the ads went 
back to their own companies, 
which are still using the maga- 
zine’s pages. 


® Advertest Research recently 
conducted a survey for TV Guide 
in the 12 markets where the tv- 
log magazine is distributed, to see 
how well the magazine stacks up 
against newspapers as a program 
reference for tv viewers. The re- 
sults are summed up in a study 
released by TV Guide. 


® KRNT-TV, Des Moines, moved 
closer to its target date for going 
on the air Aug. 1 this month when 
it installed General Electric trans- 
mitting equipment. 


FINEST—Scripps-Howard Radio Inc., 

WNOX, Knoxville, Tenn., touts its new WNOX radio center as the 

finest in the South. This view is from the also-new 1,250-seat audi- 
torium-studio, said to be the largest of its kind in the world. 


® A two-hour documentary silver 
jubilee program June 11 high- | 
lighted Radio Station KFSD’s ob-' 
servance of its 25th anniversary as 
the basic San Diego outlet for the | 
National Broadcasting Co. 

| 
® KFDA-TV, Amarillo, Tex., 
boosted its power to 250,000 watts | 
on June 12. 
® Effective Jan. 1, 1956, Electronic | 
Design switches from a monthly| 
to a_ twice-monthly publishing) 
schedule. The magazine will be) 
published the Ist and 15th of each 
month. 


® Department of New Laurels: 

This Week Magazine has reached 
a new alltime dollar-volume ad- 
vertising high for the first six 
months of this year with a revenue 
of $15,255,287. 

An increase of 13% in second- 
quarter ad linage—the biggest in 
nine years—is reported by Mc- 
Call’s. Advertising in column units 


McLean 


SATISFACTION—is registered on these faces at the official dedication 
of the new Philadelphia Bulletin Bldg. June 2. Shown here are | 


Robert McLean, president and 


George Leader of Pennsylvania and Richard W. Slocum, exec. v.p. 
of the Bulletin. 


Leader Slocum 


publisher of the Bulletin, Gov. 


for April-June, 1955, total 1,018, 
as opposed to 901 for the same 
period in 1954, an increase of 117 
columns. 

Scientific American has conclud- 
ed the biggest first half in its 
history. From January through 
June it carried 379 pages of adver- 
tising, up 28.6% over the similar 
period last year. 

For the first six months of 1955, 
Sports Afield showed a gain of 
6.7%, or approximately 25 pages. 

Gas Heat’s sixth-birthday issue 
in June was also its largest single 
issue in number of editorial and 
advertising pages. 


Keystone Adds 5 Aftiliates 


Keystone Broadcasting System 
has added five new affiliates, 


which owns and operates 


bringing its total to 840. The new 
radio station affiliates are KLOV, 
‘Loveland, Colo.; KAPB, Marks- 
ville, La.; WBLE, Batesville, Miss.; 
WNAU, New Albany, Miss., and 


WHAP, Hopewell, Va. 


Lavenson Adds I, Boosts 3 


Lavenson Bureau of Advertising, 
Philadelphia, has been appointed to 
‘handle advertising and public re- 
\lations for Horsman Dolls Inc., 
|'New York doll maker. The agency 
has promoted three staff members. 
Harry A. Egbert, radio and tv di- 
rector, has been named director of 
a new media and merchandising 
department. Thomas E. Peacock 
Jr., director of media research, has 
been named an account executive, 
and James D. Wilson, a copywriter, 
has been appointed copy coordi- 
nator. 


Pratt Opens Consultant Office 

Laurence O. Pratt has retired as 
a v.p. of Batten, Barton, Durstine 
& Osborn to become a consultant 


in advertising and public rela- 
tions. His headquarters will be on | 
Main St., Dover, Mass. He was | 
with BBDO for 25 years as an ac- | 
count executive and account su-) 
pervisor. 


General Outdoor Advertisi 


Having trouble getting all 
your work done; seeing service 
men, meeting deadlines and 
all the hundred and one 


(General Ouidoor Adv Co)! 


| 
| 


General Offices 


Harrison & Loomis Streets 


a a ae limites 


Chicago 7, Illinois 


ng Co. 
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Outdoor sells mo 


@ Now cut-outs give you new selling impact in out- 
door advertising. Rotate them in one city or on an in- 
tercity basis! Ask us about GOA’s new network plan! 


sg i vireo ta 5a 


| 
| 


| 


=| problems that come up in the 


advertising profession? You 
don't have to— Pontiac has 
had 40 years’ experience in 
helping busy production men 
and advertising executives. 
Whether you buy all our 
services or one, you'll be 
pleased with the cooperation 
and efficiency of Pontiac 
| personnel. Call or write and 
| let us tell you more. 


PHOTOENGRAVINGS 


TYPOGRAPHY 


oceans’ = UNIFIED 
owx?'®S SERVICES 


pHot 
ci® 


Pontiac 


Engraving & 
Zlectrotype Co. 


812 W. VAN BUREN STREET 
| HA ymarket 1-1000 © Chicege 7, Illinois 
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Business Paper Success Story... 


After ‘War Service, Glycerine Made 
Comeback by Using Business Papers 


New YorK, June 8—Trade as- 
sociation advertising campaigns 
have a reputation for being short- 
lived. Often, they have been 
brought into being to defend a 
market already headed downhill, 
like the ice business. Or they have 
run into committee conflicts over 
objectives—the “too-many-bosses” 
disease. 

One exception to the “rule” is 
the business paper campaign for 
glycerine, which was activated 
after World War II and has been 
running in a dozen or so chemical 
publications since that time. 

Glycerine, which the chemists 
call a “polyhydric alcohol,” has a 
sales volume of some $60,000,000 
per year. Used extensively in in- 
dustry for more than 100 years, its 
main markets today are in the 
paint, food, and toilet goods fields, 
although use in explosives is still 
substantial, At one time primarily 
a by-product of soap manufacture, 


HUMECTANCY—-This Glycerine Pro- 
ducers’ Assn. ad in Industrial & 
Engineering Chemistry explained 
why for 60 years Carter’s ink pads 
have included glycerine as a con- 
stituent, to provide non-caking 
characteristics. 


glycerine is now made synthetical- 
ly and as a by-product of other 
chemical processes as well. 


® Demands for glycerine for mili- 
tary use during World War II left 
none available for many long-time 
non-military users, and in this 
period, as a result, substitutes 
gained a foothold in many of gly- 
cerine’s traditional markets. The 
growing use of these substitutes 
led producers of glycerine to em- 
bark upon a vigorous—and success- 
ful—campaign to win back these 
markets and establish new ones. 

As a “staple” making a come- 
back in competition with new spe- 
cialties, glycerine ran the risk of 
being considered an obsolete old- 
timer. 

It also ran the risk that no one 
producer would, on his own, invest 
in a basic educational ad campaign, 
only to see competitors selling to 
the same specifications get the 
business resulting from the ads. 
The critical competition was in the 
inter-commodity area—probably 
the essential problem in any asso- 
ciation promotion plan. 


ws Under a committee of the Gly- 
cerine Producers’ Association, of 
which Howard H. Besuden, Procter 
& Gamble, is chairman, the asso- 
ciation’s advertising has been han- 
died by the G. M. Basford Co. since 
the campaign was initiated. Fred 
R. Messner is account executive. 
The campaign in 1953 and 1954 


was devoted to case history copy, 
emphasizing the wide acceptance 
of glycerine, the number of years 
it has been used and its unique 
range of properties. Business paper 
advertising has featured the names 
and packages of well-known prod- 
ucts containing glycerine. 

“Our media philosophy in the 
campaign has been to use first of 
all the horizontal chemical papers,” 
Mr. Messner explained to AA, “It 
is typically the chemist in the 


! 


manufacturer’s organization who 
specifies glycerine or a substitute. 
The horizontal chemical papers get 
to these people in the major mar- | 


smaller ones. 


pers in the key fields, notably in 
the paint, food-processing and drug 
and cosmetics industries.” 
Glycerine advertisements have 
received awards in both the ABP 
and NIAA competitions, he added. 
“The obvious aim has been to 
re-establish the ‘act that glycerine 
is superior to the substitutes in 
performance, and that it is widely 
available,” Mr. Messner said. 


® “Case history advertising has 
proved to be just right for getting 


this sort of story across. And in| 


spite of the fact that the substitutes 
have at times enjoyed price advan- 
tages, glycerine has regained the 
business which it lost during the 
wartime shortages. 

“Actually, at this moment gly- 
cerine supply is barely adequate to 


In the drug, cosmetic and food 


| ceptance—not only by the indus-| | 


‘try, but also by the public—often 


is a key factor in establishing user | | 


| confidence in the product. Because 
\of the long-established use and 


reputation of glycerine, manufac-| 
‘turers are not only willing but) 


proud to cite its use in their ad- 
vertised products. 

Typical ads in the 1953 and 1954 
campaign featured glycerine as a 
component of S.T. 37, a _ well- 
known antiseptic solution made by 
|Sharp & Dohme; Amberol F7, a 
paint resin manufactured by Rohm 
& Haas; and Carter’s stamp-pad 
ink. 


_@ One interesting piece of copy in 


| the campaign recounted that, since; @ ie Mb phos of 


| fields, an ingredient’s general ac-| | 


meet demand. Two or three times 1915, Crown Cork & Seal had used | 


since the campaign began, this 
situation has arisen. Generally 
such an occurrence means the 


kets as well as down into the death-knell for short-range coop- 


erative campaigns. Fortunately, 


“In addition to these horizontal! those concerned with this program 
papers, we use some vertical pa- have taken a broader view.” 


| 


glycerine in its cork discs “to keep | “ 


the binder in the cork discs sup-| 


ple, assuring a dependable seal and 
trouble-free bottling.” As the copy 
| points out: 


“Two properties make glycerine 


a natural for use in Crown Cork &| 
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| 
ROOT BEER SOLVENT—Glycerine’s use 
as a flavor solvent by W. Sheinker 
& Son, New York, is recounted in 


this case history ad in Food Proc- 
essing and Chemical Week. 


salesmanship—which Better Homes and Gardens 
has succeeded in recreating in a modern 


4,000,000 circulation magazine. 


A typical example of the grand old 
American tradition of warm, friendly personal 
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Seal’s composition cork discs. Gly- 
cerine helps keep the discs resil- 
ient, so that they provide a tight, 


important, glycerine is non-toxic. 
It is accepted by medical associa- 
tions and government agencies as 
safe for use in contact with foods. 
Indeed, U.S.P. glycerine is an im- 
portant ingredient in many con- 
fections, flavoring agents, and oth- 
er food products, Versatile glycer- 
ine can serve as a sweetener, sol- 
vent, or blending agent. Its high 
viscosity imparts smoothness to 
mixtures, prevents graining.” 


® The slogan, “Nothing Takes the 


Place of Glycerine,” was used in| 


all of advertising in 1953 and 1954. 
Case history copy featured the 


products examined and mentioned | 


many others. Copies of booklets 
containing technical data for the 
several industries interested were 
also offered. The advertising ran 
in color pages. 

A new 1955 campaign, designed 
to stimulate use of glycerine in 
new lines, already shows evidence 


| of proving successful. 
For example, under the general 


heading, “Things to Come—With | 
long-lasting seal. What is equally | 


Glycerine,” this intriguing sugges- 
tion is made: “To make soup: add 
one Edible Packet to hot water— 
packet and all.” The copy contin- 
ues: “Just imagine soup concen- 
trate in a packet that’s soluble, 
odorless, tasteless, non-toxic. 
“Think of other packaging uses: 
Powdered soap, detergents, sugar, 
puddings and desserts, pharma- 
ceuticals—or any product added to 


possible with new edible films that 
are derived from glycerine or using 
glycerine as a plasticizer. The 
unique balance of properties that 
won such wide acceptance for gly- 


open new doors to chemical prog- 
ress. 


® “In paints, foods, pharmaceu- 
ticals, packaging—for tomorrow’s 
surge of new specialties—in for- 
mulations and reactions yet un- 
_ known. Nothing takes the place of 


water in fixed amounts. They’re all | 


cerine in the past continues to 


More than 200 manufacturers | 
sent for the booklets offered in 
this piece of copy, which appeared 
in January, 1955. And this slant on 
the campaign seems highly effec- 
tive, with indications that the 
chemical field and other interested 
industries will use glycerine in new 
products and packages still in the 
experimental stage. 


Lionel Withdraws Suits 

A suit for fair trade injunctions 
brought by Lionel Corp., New 
York, against four New York de- 
partment stores has been with- 
drawn with the consent of all par- 
ties. Lionel had sought to restrain 
the stores from selling its toy 
trains below fair trade prices (AA, 
Jan, 3). The defendants had 


claimed that Lionel was not ade- 


= The media list includes, in the 
chemical field, Chemical & En-)| 
gineering News, Chemical Engi- 
neering, Chemical Processing, 
Chemical Week, and Industrial & 
Engineering Chemistry; in the 
paint field, American Paint Jour- 
nal, Oil, Paint & Drug Reporter, | 
and Paint & Varnish Production; in 
the food-processing field, Food 
Processing and Food Technology; | 
in the drug field, Drug & Cosmetic | 
Industry and in the general field, 
New York Journal of Commerce 
and Scientific American. 

All major producers of glycer-| 
ine, both the soap makers and) 
makers of the synthetic product, 


quately enforcing its policies. De- 
fendants were R. H. Macy & Co., 
Gimbel Bros., Logan’s Stores Inc. 
and B. Gertz Inc, 


Two Lazarus’ Sell to Third 

Mrs. Margaret M. Lazarus, pres- 
ident and treasurer, and Sydney A, 
Lazarus, associate publisher, have 
sold their interests in the Times, 
Bayonne, N. J., to Herman Lazarus 
Jr. Both had been associated with 
the Times for more than 30 years. 
Sydney Lazarus will continue his 
affiliation with the Republican, 
Pottsville, Pa., where he has been 
a director for 20 years. Mrs. Laz- 
arus, mother of Sydney and Her- 


| glycerine.” 


have supported the campaign. man, will retire. 


built lasting friendships 


ainda 


ALL RIGHT. Maybe he wasn’t any Duncan Phyfe. Maybe his 
work lacked the creative spark to make it live through the ages. 


But when the traveling carpenter slung down his tool kit at a 
Sarmhouse door—he got a rousing welcome. And not just for the 
workmanlike job the family knew he could do fixing a chest of 
drawers, building a child’s rocker, or a wardrobe. 


No—this one-man shop on shoe leather was an informative 
friendly fellow who managed to make his visit such an event— 
he was welcome for as long as he wished to stay. In short, by so 
successfully selling himself, he was able to do a fine job of selling 
his services—not just to this family but to the whole neighborhood. 


* * * 


Unfortunately too much of this good old-fashioned personal 
salesmanship has been lost in the shuffle of our hectic modern age. 


Yet to find it is to treasure it. And that’s why so many folks 
with goods and services to sell look with such kindly eyes upon 
Better Homes and Gardens. 


For—though we have long since moved into the big-time 
periodical league with an ABC circulation of 4,000,000— we 
still preserve the precious ability to make and keep the trusting, 
intimate friendship of our millions of families from coast to coast. 


And there’s a quick reason why. Better Homes and Gardens 
keeps each issue filled to the brim with what the modern 
American family wants and needs to know in order to live a 
finer, fuller family life. It tells simply, interestingly, clearly, 
what to do, how to do it, and what to buy to do it with. 


That’s why Better Homes and Gardens is more than a magazine 
to these millions of families— why it is a trusted buying guide— 
a Friend of the Family they can rely upon to come through 
with the information they’re eagerly after. 


No question, then, as to why Better Homes and Gardens keeps 
on selling for you, long after most magazines have been dis- 
carded. Yes, and long after the advertisements in other maga- 
zines have lost their pull. 


And no question, either, as to why—in these days of rugged 
competitive selling—so many feel they just plain have to have 
Better Homes and Gardens right up there at the top of their list. 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 


copies strong 
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Cleveland t.f. Club 
Awards Plaques for 
Outstanding Ads 


CLEVELAND, June 7—The Cleve- 
land t.f. Club awarded eight ad- 
vertising managers and the ac- 
count executives of their agencies 
plaques for outstanding advertis- 
ing performance. 

Advertisements submitted were 
from the Cleveland area and 
judged in four classifications by 
P. C. Fox, account executive, Bat- 
ten, Barton, Durstine & Osborn, 
Pittsburgh; O. B. Stauffer, ad man- 
ager, American Steel & Wire divi- 
sion, U. S. Steel, Cleveland, and 
Stan Sargent, Daniel Starch & 
Staff, New York. 

Recipients of a plaque and the 
classification in which the award 
was made are: 


® Class One—introducing a new 
product: E. L. Murray, ad manag- 
er, Warner & Swasey Co.; William 
L. Hoke, account executive, Gris- 
wold-Eshleman Co. George Kock, 
ad manager, B. F,. Goodrich Chem- 
ical Co.; Mouncey Ferguson, a.e., 
Griswold-Eshleman Co. 


® Class Two—testimonial type 
ads: Dr. H. B, Osborn Jr., ad man- 
ager, Ohio Crankshaft Co.; John 
F. Wilson, a.e., Carr Liggett Ad- 
vertising. Anthony Paglia Jr., ad 
manager, Brush Electronics Co.; 
Howard V. Reed, a.e., Griswold- 
Eshleman Co. 


® Class Three—institutional ads: 
E. H. Wardle, ad manager, Steel & 
Tubes division, Republic Steel 
Corp.; John E. Goulet, a.e., Meld- 
rum & Fewsmith. L. C. Hopper, ad 
manager, Elwell Parker Electric 
Co.; Neville Bayless, a.e., Bayless- 
Kerr Co. 


e Class Four—inquiry ads: Alfred 
H. Roth, ad manager, Towmotor 
Corp.; Howard Swink, a.e., Howard 
Swink Advertising. Carl F. Toll, 
ad manager, Sherwin-Williams Co.; 
Archie H, Knapp, a.e., F&S&R. 


T. F. Washburn Names Agency 


T. F. Washburn Co., Chicago 
maker of paint components, waxes, 
sealers, finishes and other floor 
maintenance products, has ap- 
pointed Heinze & Penfound, Chi- 
cago, to handle its advertising and 
merchandising. First campaign be- 
ing planned is for Burnok jelled 
paint vehicles, with pages sched- 
uled in dealer publications. Under 
a new plan to “sell Washburn 
products by helping the sales of 
those who use them” is a special 
arrangement placing the creative 
facilities of Heinze & Penfound at 
the disposal of manufacturers who 
use Washburn’s products, 


The PHOTOMATIC Co. 
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West Coast Brand Label Redemption Service 
Launches Ten-Week Expansion Ad Drive 


Los ANGELES, 
Bank, a West Coast organization 
offering premiums as redemp- 
tions for labels of companies us- 
ing its service, has launched a 10- 
week campaign in newspapers and 
trade publications here to get 
greater consumer and trade accep- 
tance for the service and its 25 
current sponsors. 

In the period ending July 27, 
each of the four Los Angeles met- 
ropolitan dailies will carry a 1,- 
000-line and two 500-line ads. 
Two local food publications, Com- 
mercial Bulletin and Southern 
California Grocers Journal, will 
each run four one-page ads for 
the trade. 

A copyrighted idea, Label Bank 
has been in business for more than 
15 years. However, it had lan- 
guished until taken over 18 
months ago by Betty Moore, Ter- 
rea Lea, and H. N. Swanson. At 
that time, label redemptions were 
running about 30,000 per month. 
They are now coming in at a rate 
in excess of 250,000 per month. 


® The Label Bank functions in 
this manner. A manufacturer 
pays a service fee of $250 te $300 
per month. Each manufacturer 
establishes the point value for his 
label, and agrees to pay “%¢ per 
point for redemption. Label] Bank 
publishes a premium catalog in 
which are shown a wide variety of 
premiums and the points required. 

The Bank now has approxi- 
mately 300,000 active members, 
about 220,000 of whom are in 
women’s clubs, most of which 
have charitable objectives. 

Manufacturers get a number of 
services for their participation. 
About 60,000 bulletins are mailed 
each month to new members and 
to clubs upon request. The bulle- 
tin carries small ads for each par- 
ticipating manufacturer, listing 
his products and the point values 
for each. A page of news presents 
information about contests which 
are held regularly and calls atten- 
tion to new participants or those 
dropping out. 


@® One of the principals, Terrea 
Lea, a singer who has had her 
own tv programs, makes a per- 
sonal appearance at a store every 
week. Participating manufacturers 
share in store merchandising, 
which includes displays and shelf 
strips, and mentions in the store’s 
advertising. Manufacturers are 
notified of appearances one month 
in advance so they can go after 
larger orders or use the promotion 
as an opportunity to get placement 
in the store. 

The actual promotion covers a 
two-week period. The first week, 
a free drawing is announced in 
connection with the appearance 
of Miss Lea in the store. Custom- 
ers sign cash register receipts and 
drop them in barrels around the 
store. About $400 in prizes is 
awarded in drawings held during 
Terrea Lea’s appearance at the 
end of the second week. 


® Label Bank also supplies alarm 
clocks bearing its name for each 
checkout stand in the market. 
Over the weekend they are set 
to go off about once an hour. The 
customer being served at the stand 
when the alarm goes off gets some 
small prize. A total of 80 such 
prizes, and 25 bags of groceries 
containing products of participat- 
ing companies are given away. 

The current advertising cam- 
paign is designed to firmly estab- 
lish Label Bank here, having in 
mind similar operations in other 
cities. Ads contain a coupon offer- 
ing the gift catalog, include a 
small ad for each company, and 
are headlined “You'll Get Won- 
derful Premiums Free from the 


June 8—Label, Label 


Bank...When You Buy 
These Quality Brands.” 


® At the same time, participating 
companies are urged to mention 
Label Bank in their ads, and many 
are doing so. TV-Radio Life, 
which is in the Bank, will carry 


covering current news for mem-!bel Bank supplies the necessary 
bers. Terrea Lea, who for eight | stage, sound and show. 


months conducted a 


Monday | 


Up until this month, coopera- 


through Friday 15-minute tv pro-| tion with five food chains was 


gram for Label Bank, will be back 
on the air for the first week in 
July. 

Trade acceptance of Label Bank 
has been good because markets 
are not obliged to do anything to 
take part. They do not need to 
handle the labels, and when per- 


| particularly close in that Label 


Bank offered cash prizes for the 
clubs turning in the greatest dol- 
lar total of cash register receipts 
from these markets. This has been 
replaced with a contest in which a 
total of $250 in cash is given each 
month to the four clubs turning in 
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points. 
Hixson & Jorgensen, Los Ange- 
les, is the agency. 


Clearasil to Lennen & Newell 
Eastco Inc., White Plains, N. Y., 
has appointed Lennen & Newell to 
handle advertising for its two acne 
medicants—Clearasil and Clearasil 
soap—and for Dr. Merrick’s 
Scratchex, a flea powder for dogs. 
Ruthrauff & Ryan formerly had 


a weekly column by Terrea Lea 


sonal appearances are made, La-|the greatest 


number of 


label | the accounts. 


IT 


Cit} 


FOR BUSINESS 


They paced an 


This is a story of ten men who traced 
a trend and rendered a report. Their 
assignment was to get the facts on what 
was being done about modernizing elec- 
tric utilities distribution systems. 

As editors, they knew that the resi- 
dential and rural consumption of elec- 
trical energy had doubled in less than 
six years... and that a change in dis- 
tributing facilities wasmandatory. They 
knew, too, that operators were anxious 
to exchange ideas that would help fight 
obsolescence. But the information had 
to be assembled, analyzed, and made 
available. 

So, for a period of ten months, Elec- 
trical World ran editorials asking utili- 
ties what they were going to do about 
the future. Then, armed with a detailed 
and tested 6-page questionnaire, ten 
editors with from 6 to 47 years’ experi- 
ence... and all of them graduate engi- 
neers ... hit the road in 42 states. 
Thousands of miles of travel resulted in 
over 300 personal interviews with ex- 
ecutives of 107 electric utilities serving 
63% of the nation’s customers. 


The results of the survey, together 
with pertinent editorial comments, ap- 
peared in two issues of Electrical World. 
And after the articles appeared . . . over 
19,500 copies of the report were sold 
to people in the industry. 

What makes a magazine a leader in 
its field? There are many factors, but 
chief among them is the ability and 
resourcefulness of the editors who give 
each page its breath of life. McGraw- 
Hill editors are specialists. They know 
their fields. They live with the prob- 
lems of the men—within these fields— 
who look to them for accurate report- 
ing of news that is vital to their industry. 

Their “product” has to be good. Edi- 
torial quality must be consistently 
maintained because every McGraw- 
Hill publication is sold to its subscribers 
. . . bought because of the ability of 
McGraw-Hill editors to pack each page 
with information that will help their 
readers do a more efficient job. That is 
why every McGraw-Hill publication 
provides an alert, interested audience 
for the advertiser’s sales messages. 


McGRAW- HILL 


PUBLISHING COMPANY, INCORPORATED 


ABP 


330 WEST 42nd STREET, NEW YORK 36, N.Y. 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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‘Raleigh Times’ 
Is Purchased by 
‘News & Observer’ 


|circulation departments will be| with more than one daily.” 
| merged. 

This leaves Charlotte as the only| # It was announced that consoli- 
city in North Carolina with dailies dation of the two papers will re- 
published under separate owner-| quire the services of all Times 
ship. 


Park and the Times Publishing Co. 


j 
| 
| 
i 
| 


1911. 


Officers of the Times are John) 


A. Park, president and editor- 


have controlled the paper since | 


Raven, N. C., June 8—The The price paid for the Raleigh 
Raleigh Times, an evening news- Times was not disclosed. John A. 
paper, has been purchased by the! Park Jr., general manager of the 
Raleigh News & Observer, a morn-| Times, said that the sale was made 
ing paper. The two papers will be inevitable by rising costs and in- 


treasurer and circulation 


operated separately editorially, but 


their mechanical, advertising and| taken an appalling toll in cities 


employes. Jay L. Jenkins Jr., a| publisher; John A. Park Jr., v.p. 4 
member of the News & Observer and general manager; Albert P. | 
staff since 1948, has been named Park, Fe 
city editor of the Times. _manager, and Ben F. Park, secre-| 7 
The Times was organized in tary and managing editor. The|§ 


April, 1879, as the Evening Visitor, members of the Park family will 


Lae 4 
t* 
be 


and its name was changed to the 
Raleigh Times in 1901. John A. 


_adequate revenues which “have 


participate in the consolidation. 


| ‘The News & Observer has just|} 


Leonard Olmsted, Associate Editor of Electrical World, was one of the ten McGraw-Hill editors who con- 


ducted field interviews with utility company engineers. In addition, 


aS 


he analyzed and interpreted the survey results. 


| 


| FATHER WANTED THREE! 


Vion 


MORE THAN A PAGE FOR FATHER—Last 
year, A. E, Nettleton Co. reports, 
it increased its Father’s Day sales 
of men’s loafers almost 40% over 
1953, a gain the company attrib- 
uted largely to its advertising 
program, So, the June 4 New 
Yorker carries this page, plus an 
added column, again through Law- 
rence C. Gumbinner Advertising 
Agency, New York. 


passed its 90th birthday. Officers 
are Josephus Daniels Jr., president 
and business manager; Frank A. 
Daniels, general manager and 
treasurer, and Jonathan Daniels, 
/ secretary and editor. 


Jones & Laughlin Appoints 
Gardner; Boosts Four 

Jones & Laughlin Steel Corp., 
Pittsburgh, has appointed J. Hen- 
ry Gardner administrative assist- 
ant to the director of public rela- 
tions and advertising. He formerly 
had a similar position with Amer- 
‘ican Radiator & Standard Sanitary 
Corp. 

Recent promotions in the com- 
pany’s ad and public relations de- 
'partment include Eugene F. Jan- 
/nuzi, formerly staff assistant, su- 
_pervisor of product publicity and 
institutional advertising; William 
J. Troppman, also a former staff 
assistant, supervisor of product ad- 
vertising and promotion; Alan R. 
Knerler, previously ad production 
clerk, and Donald A. Fritz, former- 
ly on the employe publication 
staff, advertising assistants. 


Use records by stars like these 


as your next premium 


Mitchell 
Ayres 


* Savannah 
Billy Churchill 


Daniels ee 


These are just a few of the famous, big-name 
recording stars whose records are now being 
offered as premiums with real mass appeal. 


Put your product name right on the label. 


_ Here is a partial list of other great names 
available to you! 


* Paul Wing Milt Herth Trio 


Get complete information today. Write, wire 
or call any of the offices listed below, 
Dept. AA-106. 


630 Fifth Avenue, New York 20, New York + jUdson 2-501) 
445 WN. Lake Shore Drive, Chicago 11, ill. + Whitehall 4-3215 
1016 N. Sycamore Ave., Hollywood 38, Calif. » HOllywood 4-517! 
1525 McGavock Street, Nashville 3, Tenn. + Nashville 5-669! 
In Canada, Call Record Department, 

RCA Victor Company, Ltd., 1001 Lenoir St., Montreal, Quebec 


@ 


TMKS.® custom 


record 
sales 


RADIO CORPORATION OF AMERICA + RCA Victor Record Division 
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: Scalpone Leaves McCann ioc division at CBS-TV. Mr.) je rere | Network Gross Time Charges 


Ackerman will share ownership in 
| packages he helps to develop. Mc-|' 
|Cann-Erickson has not yet ap-|/ 
pointed a successor for Mr. Scal- 


to Join CBS-TV as V.P. 

Alfred J. Scalpone has resigned) 
as v.p. in charge of radio and tv to 
join CBS as v.p. of television net- 


| Source: Publishers Information Bureau 
NETWORK. RADIO 


b 
4 pone. be April April Jan.-April  Jan.-April 
ok ges dad gy at The changes at CBS follow the| |) 1955 1954 1955 1954 
man, who now heads a new special promotion of Harry G. Ommerle B American Broadcasting Co.* —- 2,096,355 $ 2,367,636 $ 9,417,160 $10,457,574 
from program director to v.p. in|@ Columbia Broadcasting Sys. .. 3,837,124 5,044,943 16,363,119 20,416,980 
charge of CBS-TV network pro-|/7 Mutual Broadcasting System .. 1,357,157 _——-1,891,993 5,466,662 7,607,336 
grams in New York (AA, June 6).|/ National Broadcasting Co. .... 2,624,671 2,962,839 10,906,981 13,170,839 
DIRECT MAIL Hirsch j ins Pet h INES. ccadescavassccccseuscecsestesniven $ 9,915,307 $12,267,416 $ 42,153,922 $51,652,729 
IN CANADA aS SOs Sere 
Sic Reislstaden of Conidich mer- James C. Hirsch has joined Ed- | : NETWORK TELEVISION 
kets is enabling us to serve many ward Petry & Co., New York, as|@ American Broadcasting Co. ....§ 3,527,588 $ 2,554,484 $ 14,619,874 $10,478,129 
S. Direct Mail advertising || manager of promotion and sales|j — ree mS aa eee pony prs ved 
users efficiently and economicall development for radio. He was for- DuMont Television Network .. ’ ’ Ald, 827, 
in the production of Mailing merly ‘ sales manager of WRC,|} National Broadcasting Co. .... 13,266,053 10,802,535 52,960,482 41,269,310 
Lists — rons ee oe Washington, and has also been Total $32,719,305 $25,347,033 $132,018,673 $99,555,185 
Teather. ro fg oe = el | Pedra Aa ae apa cy NETWORK RADIO TOTALS BY MONTHS 
iT test Judging — | hin as ee of advertising | ihe paw SS Me wer 
| an romotion. ota 
HERBERT A WATTS LIMITED . there must be a very special pleasure January ........ $ 2,487,140 $ 4,181,787 $1,372,532 $ 2,744,204 $ 10,785,663 
. NBC Appoints Ben Park in the Gold Label PALMA CANDELA February ........ 2,387,900 vtcat 1,291,938 2,584,620 10,215,225 
177 King St. West, Toronto National Broadcasting Co., New Yes chnld soe hime when he linkts « Gon veg March | ....cc0000 2,445,765 4,393,441 1,445,035 2,953,486 11,237,727** 
Ganiiin ‘York, has appointed Ben Park di- nt et aeine ol He eierers Bagel Scccoscnsses 2,096,355 3,837,124 1,357,157 2,624,671 9,915,307 
Telephone: EMpire 6-1108 | rector of public affairs, a new po- 7 Indeed Rm be. coun ethereal tose _ LC eer $ 9,417,160 $16,363,119 $5,466,662 $10,906,981 $ 42,153,922 
Branch — Montreal | sition, Mr. Park has been with ct lar eee mpi Aa NETWORK TELEVISION TOTALS BY MONTHS 
| the network since 1950. “ bout time you tried owe? ABC CBS DuMont NBC Total 
.-4 for $1.00 Jenvary 6s... $ 3,718,195 $15,831,141 $ 723,960 $13,172,495 $ 33,445,991 
| Cy Md. Sa Wi February ....... 3,567,696 14,694,726 597,275 12,419,641 31,279,338 
| CO CZ Match v.ccccccssve 3,806,425 16,036,896 628,625 14,102,093  34,574,039** 
} By CR RE | April... 3,527,558 15,463,359 462,335 13,266,053 32,719,305 
Stow City Sue | Te Crctenrell Cher Ram tpe «| —iotals.... $14,619,874 $62,026,122 $2,412,195 $52,960,482 $132,018,673 
\f Get ys c.eactotsca een ©) * «In order to maintain continuity and comparability with previously published data, an 


(er ae oe, adjustment factor of 1.817 has been used by P.I.B. in calculating gross network radio 
time charges for those nighttime network radio programs where ABC Rate Card No. 6 


makes a hit 


with the Lone Ranger's faithful sponsor 


j 


WIS Kis SS 


\VN 


KVTV gallops off with 


Ist place in General Mills’ 
Lone Ranger Contest 


Sioux City Sue and her offspring won 
the $1000 first prize for KVTV and 
that ain’t buffalo chips. Wheaties and 
Cherrios moved faster than Hi Ho Silver 
as a result of KVTV’s promotion and 
advertising. 


We were happy to win, of course, but 
not suprised. 2 national awards in less 
than 6 months means KVTV learned 

the sales trails from big sister WNAX- 
570 — an old hand at ropin’ and 
tyin’ consumers. Corral that sales- 
merchandising know-how with 
KVTV’s dominant position and you'll 
start a buying stampede 

everytime. 


Your Katz man 
will get you in the bunkhouse. 


CBS « ABC 


<4 


SIOUX CITY, IOWA 


Serving lowa's second largest market. 
A Cowles Station, under the same 
management as WNAX-570, Yankton, 
South Dakota. Don D. Sullivan, Ad- 
vertising Director. 


FEMININE APPROVAL—Through Emil 
Mogul Co., New York, Gradiaz, 
Annis & Co. will run this series for 
Gold Label cigars during the 
spring and summer months in the 
New York Times Sunday Maga- 
zine and metropolitan area dailies. 
It is the largest campaign in the 
company’s history. 


Du Pont Copy for 
Nylon Sheets Is 
‘Sweet Dreamy’ 


Wi_mincTon, Det., June 7—The 
textile fibers department, E. I. du 
Pont de Nemours & Co., this sum- 
mer will undertake a giant promo- 
tion for nylon sheets, including in- 
sertions in five national consumer 
magazines, a heavy direct mail 
campaign, ads in trade magazines 


| and dealer aids. 


An important feature of the pro- 
gram, which will run through the 
Christmas selling season, is the 
opportunity for local tie-ins with 
national advertising through West- 
ern Union’s Operator 25 listing of 
retailers handling nylon sheets. 

Cooperating nylon sheet manu- 
facturers are Cannon Mills Inc., 
Glen Raven Knitting Mills, Hamil- 
ton House by Julius Kayser, John 
Matouk and Co., Pepperell Mfg. 
Co., J. P. Stevens & Co. (Utica- 
Mohawk division), and Van Raalte 
Co, 

The cornerstone of the promo- 
tion is a four-color spread sched- 
uled in Better Homes & Gardens, 
Good Housekeeping, House Beauti- 
ful, House & Garden and Ladies’ 
Home Journal. 


® The heaviest part of the ad 
schedule will support August white 
sales. Subsequent appearances in 
Better Homes & Gardens in Sep- 
tember and Good Housekeeping in 
December will extend the influ- 
ence of the campaign through the 
Christmas gift season and into the 
traditional January white sales. 


Advertising will feature a four- 


color theme picture of a mother 
and a sleeping child. Emphasis is 
on the new luxurious comfort of 
the sheets. Copy is headlined: 
“This is the story of sheets of Du- 
Pont nylon (and it’s a story to in- 
vite sweet dreams).” The copy 
points out nylon’s contributions in 
slips and nightgowns, hosiery, etc. 

Action pictures and copy point 
up nylon’s lightness and easy 
handling in washing, quick drying, 
quality, space economy on the 
linen shelf, neatness, bed-making 


was in effect. 
**Revised as of June 2, 1955. 


and attractive colors. 

At the trade level, the campaign 
includes teaser messages on giant 
postcards carrying the four-color 
theme picture. The final mailing) 
will be a promotional kit to help 


stocking nylon sheets to take ad- 
vantage of the Operator 25 support. 

The campaign was planned and 
exected by du Pont’s ad depart-| 
ment and the textile fibers depart- 
ment’s promotion and home fur- 
nishings merchandising sections. | 
The agency is Batten, Barton, 
Durstine & Osborn. 


Greason and Higgins Combine 


Craig P. Greason, formerly with 
Hearst Corp., has joined John P. 
Higgins Co., New York publishers’ 
consultant, as a partner. Mr. Hig- 
gins and Mr. Greason have also 
joined to form Retail Magazine 
Promotions Co. for the promotion 
of direct-mail magazine subscrip- 
tions through retail stores. 


dealers and to invite stores not! 


Atlanta Agency Changes 
Its Name, Moves Office 


Day, Harris, Mower & Weinstein, 
| Atlanta, has changed its name to 
Day, Harris, Hargrett & Weinstein. 
Clarendon Mower Jr. has re- 
signed as v.p. and returned to 
Rockford, Ill., to enter the real es- 
tate investment field. Haines Har- 
|grett has been with the company 
‘as secretary-treasurer since its 
founding. 

| The agency has moved to larger 
| quarters at 40 16th St. 


Maiden Form Bra Appoints 

Maiden Form Brassiere Co., New 
York, has appointed National Ex- 
port Advertising Service to handle 
its international advertising. Na- 
tional Export also announces the 
opening of a new office in Puerto 
Rico, to be managed by Carlos G. 
Riano, formerly with Foote, Cone 
& Belding and McCann-Erickson. 
The agency now has 51 offices 
around the world. 


‘*He’s been like this ever since he was left out of TIME’s 
new Study of Executive Audiences.” 


studied, please write T. E. R 


_ For a picture of the 2% million who were — @ 
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Five Ad Principles 
for Drug Mixtures 
Announced by AMA 


Cuicaco, June 7—Five principles 
governing eligibility of drug mix- 
tures for advertising in American 
Medical Assn. scientific publica- 
tions have been announced by the 
AMA. They are: 


® In general, only mixtures con- 
taining not more than two active 
ingredients will be eligible. At 
this time exceptions will include 
only such products as the types 
of mixtures which were accepted 
under the old program of opera- 
tion of the council (pharmacy and 
chemistry). 


® All active ingredients of mix- 
tures must have been evaluated by 
the council under either the old 
or the new program of operation 
and found to be of established 
value. 


® There must be a logical ration- 
ale for the inclusion of each of 
the active ingredients in any par- 
ticular mixture. The dosages of 
each ingredient must be generally 
recognized as adequate and ap- 
propriate for the individual needs 
of most patients. 


® A quantitative statement of 
composition, insofar as the active 
ingredients are concerned, must 
appear in the advertisement. 


® Claims made must not encour- 
age irrational therapy or exceed 


Covering 

NEW pet yng N. Y. & N. J. 
Regio Trade Pap er for. 

PLUMB. WOHEATING LPL GAS & APPL. 

AIR CONDITIONING & REFRIGERATION 

Needham 92, Mass. « Est. 1947 


‘BUY ME’—“The important ingredient in packaging is how well the 


package says, ‘Buy me,’” said a judge in the fifth annual packaging | 


competition sponsored by the National Paper Box Manufacturers 


Assn. at Atlantic City, which ended June 5. Shown here are three 
winners: First award, miscellaneous boxes, a package containing pro- | 
motional and technical data on the 55 Chevrolet, made for the Chev- | 
rolet division by Stecker Paper Box Co., Detroit. First award, hosiery | 
and wearing apparel accessories, a display for Wisteria Hosiery Mill | 


by the Cherokee Paper Box Co., Charlotte, N. C. First award, display 
boxes, an easel-backed match box display for D. Jacobs Sons Co., 


made by Mason Box Co., Attleboro Falls, Mass. 


those which are recognized by the 
council for each active ingredient. 
Furthermore, claims involving such 
matters as synergistic activity, de- 
creased toxicity, etc., must be well 
documented by adequate scientific 
evidence. 

The first hint that AMA might 
relax restrictions on drug mixes 
came last month in a speech by 
Dr. Austin Smith, editor of the 
Journal of the American Medical 
Assn., before members of the Mid- 
west Pharmaceutical Advertising 
Club (AA, May 23). 

Before the AMA seal program 
was dropped last February, the 
AMA’s pharmacy and chemistry 


committee took a dim view of drug 
mixes, and few were approved. 


Shavex Appoints ]. P. Shelley 

Shavex Co., a subsidiary of Elec- 
tronic Specialty Co., Los Angeles, 
has appointed J. P. Shelley & As- 
sociates, Los Angeles, to handle 
advertising for Shavex, which the 
company claims increases effi- 
ciency of electric shavers by con- 
verting household current (a.c.) to 
direct current (d.c.). A spot radio 
campaign in 83 markets has been 
launched for Shavex. The company 
also plans to introduce a new line 
of men’s shaving toiletries in the 
near future. 
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} Buying Farmers 


First with the 


in Missouri 


+ ctreulation, Read by 
First in Circulation, 
Lit Fai 


' HOW TO GET... 


the most out of your Sales Effort 
in the huge Original Equipment Market * 


e@ Because of the very close working relationship existing 
between Design and Purchasing departments in metal- 
working plants in the recommending, specifying and 
actual buying of Components and Materials for original 
equipment, you should do this—* 


PURCHASING NEWS is 
published exclusively 
for Purchasing Men in 
Metalworking Plants 


aa 


al 


DESIGN NEWS contains 
World-Wide News 


of Product 


Design Developments 


e@ These two publications constitute a“‘package”’ that 
affords you the opportunity to give all segments of the 
design and purchasing groups all the essential informa- 
tion needed to make your salesmen’s efforts more re- 
munerative for you and for him. 
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*I BUY TI THIS PACKAGE” OF INFLUENCE AT A “PACKAGE” PRICE 


Write for complete information 
ROGERS PUBLISHING COMPANY : Englewood, Colorado ‘ 
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‘Sell Ali Papers,’ 
Elsberry Advises 


Representatives 


(Continued from Page 3) 
before they are shown to make 
sure they do sell all newspapers. 
This theme will be further devel- 
oped for the use of all AANR 
members and chapters by the Chi- 
cago chapter,” he concluded. 

A resolution was passed at the 
meeting that the Chicago chapter 
should build a presentation de- 
signed to sell all daily newspapers. 

The meeting also was presented 
a resolution favoring a change 
from a percentage to a flat rate 
charge per unit for color ads. 

Stephen P. Mahoney, Burke, 
Kuipers & Mahoney, was elected 
president of the organization to 
succeed Mr. Elsberry. J. Donald 
Scott, Scolaro, Meeker & Scott, was 
elected v.p., Charles Revelle, Rid- 
der-Johns, reelected treasurer and 
Richard M. McLean, O’Mara & 
Ormsbee, reelected secretary. 


IT’S IMPOSSIBLE 
TO SELL CANADA 
= WITH U.S. PAPERS! 


Ge <= — 


Canada is a national market . 
—actually nine major markets 
—reached only through 
national Canadian business 
publications. The recent 
survey* made for the 105 
member BNA _ publications 
tells you who reads Canada’s 
national business media, 
how much they read and 
action taken, Write to-day 
for this complete story 
of 105 Canadian Business 


publications. 


*Gruneau Research Bulletin 
195 1 on request 


BUSINESS NEWSPAPERS ASSOCIATION 


137 WELLINGTON ST. W., TORONTO, CANADA 
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Fine Foods From 
FOR OVER 100 YEARS 


OPENING ROAR—Monarch Finer 
Foods ran this ad in the Los Ange- 
les Times as the forerunner of an 
intensive campaign for the full line 
later this year. Present plans call 
for major promotion in Southern 
California, with the addition of 
other major western markets as 
distribution and sales are consoli- 
dated. Stromberger, LaVene, Mc- 
Kenzie, Los Angeles, is the western 
agency for Monarch, 


‘Milwaukee Journal’ 
Names Six V. P.s: 
Maier Is Exec. V. P. 


MILWAUKEE, June 7—The Jour- 
nal Co. here today named six 
new v.p.s and created the new of- 
fice of exec. v.p. 

Named v.p.s in the action auth- 
orized by Journal Co. stockhold- 
ers were: 

Courtland R. Conlee, promo- 
tion manager; Robert K. Drew, 
advertising manager; Lindsay 
Hoben, editorial editor; Wallace 
Lomoe, managing editor; Joseph 
E. McMullen, production manag- 
er, and Elmer H. Schroeder, cir- 
culation manager. 

Irwin Maier, publisher, was 
named to the new post of exec. 
v.p. by the board of directors and 
will also continue as publisher. 

The move was designed to bring 
the corporate organization of the 
company into closer relationship 
with the departmental and func- 
tional structure of the newspaper, 
the Milwaukee Journal, and its 
radio stations. 

Other v.p.s of the company 
continuing in those posts are Don- 
ald B. Abert, business manager, 
and Walter J. Damm, general man- 
ager of radio and television. 

Other officers of the corpora- 
tion are Harry J. Grant, chairman 
of the board; J. D. Ferguson, 
president and editor; Peter King, 
treasurer; Francis D. Kelly, sec- 
retary; Thomas J. McCollow, as 
sistant treasurer, and Gussie R. 
Thiesenhusen, assistant secretary. 

The Journal Co. operates WTMJ | 
and WTMJ-TV here, in addition 
to the Milwaukee Journal. 


WILLIAM S. BOLEY 


New York, June 7—William S. 
Boley, 43, an account executive 
with Buchanan & Co., died June 5 
of a heart attack at his home in 
Oradell, N. J. He had been ill with 
a heart condition for the past year. 
Born in Jersey City, N. J., Mr. 
Boley was graduated from New 
York University. He joined Bu- 
chanan in 1937, and became a spe- 
cialist in motion picture advertis- 
ing. At his death, Mr. Boley was 
in charge of the accounts of Ameri- 
'can Broadcasting-Paramount The- 
aters and of United Cerebral Palsy. 
| The latter organization gave him a 
jwenrpas award in 1953 for his 
services covering four years. 


‘Farm Journal ° 
Is New Owner of 
‘Better Farming 


(Continued from Page 2) 


circulation from small town fam- 
ily circulation. The latter will be 
added to Town Journal’s list and 
the former to Farm Journal’s. 

Until February, 1956, when new 
rates and new base circulation fig- 
ures go into effect, Farm Journal 
will continue its present base ad 
rate of $8,250 for a b&w page. 

In February, Farm Journal’s 
b&w page will be scaled up to 
about $9,870, with a circulation 
guarantee of 3,400,000 or about $3 
per thousand. Press run is expected 
to exceed 3,500,000. The present 
per-thousand rate is about $3.05. 

Town Journal’s b&w page will 
go up to about $6,300 in February, 
with circulation base up from 1,- 
600,000 to about 2,100,000. The 
Country-Side Unit, consequently, 
will offer a guaranteed circulation 
next February of 5,500,000. 


® Editorial coverage by both mag- 
azines will be expanded as of 
September issues, Mr. Babcock 
told AA, but whether any of Coun- 
try Gentleman’s staff members will 
be absorbed is not known as yet. 

Farm Journal Inc. plans to in- 
vite Country Gentleman’s advertis- 
ers to transfer their contracts over 
to the Country-Side Unit, as of 
September, at present ad rates, 
thus offering both these advertisers 
and any new ones a 25% circula- 
tion bonus from September through 
January. 

Mr. Patterson and Mr. Babcock 
jointly told AA the “general blue- 
print for the merger has been in 
our minds for some time.” Actual 
negotiations started about two 
weeks ago and were completed at 
9:30 p.m. last night. 

Mr. Babcock admitted the pub- 
lications have hopes of expanding, 
even though advertisers in Farm 
Journal have been given substan- 
tial service by that publication. 

Their problem now, he declared, 
is how to handle the new influx of 
advertisers anticipated, along with 
their present advertisers, when the 
September issues are published. 


® Robert E. MacNeal, Curtis’ 
president, issued the following 
statement: “Aside from the fact 
that Farm Journal made us a very 
attractive offer, we see definite ad- 
vantages in concentrating our ef- 
forts on the other magazines of the 
Curtis line, in which newsstand 
sales are an important factor. 

“Farm Journal,” he said, “most 
nearly parallels the editorial and 
circulation characteristics of Coun- 
try Gentleman-Better Farming and 
will, in our opinion, deliver a full 
measure of service and satisfac- 
tion to our former readers and ad- 
vertisers. 

“Although we naturally regret 
the termination of our activities in 
the farm magazine field, we believe 
the change will result in more ef- 
fective utilization of resources and 
facilities essential to the strength 
of our company position.” 

Country Gentleman is one of the 
oldest publications in the country, 
having been published continuous- 
ly for 102 years. Curtis acquired it 
in 1911. The title “Better Farming” 
was added during the last year. 


® Farm Journal, which is pub- 
lished here, with regional editions 
for Central-East, South and West, 
also is a venerable institution, es- 
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Better Farming 


‘Better Farming’ & ‘Farm Journal’: 1925-1955 


Advertising Pages and Dollar Volume 


(Country Gentleman) 


Year Pages Revenue Pages Revenue 
*1955 327 $2,574,800 406 $3,739,078 
1954 919 7,112,883 1,080 9,760,683 
1950 1,176 8,785,551 1,164 8,353,988 
1945 749 4,491,230 808 4,601,203 
1940 462 2,605,312 476 2,378,611 
1935 478 2,278,753 134 322,096 
1930 856 4,518,034 366 1,240,686 
1925 --- 2,799,894 --- 1,853,839 


* 1955 figures are for the period from January through April. 


NOTE: 1930 page figures are from Standard Farm Papers Inc.; 
all other figures are from Publishers Information Bureau. Page 
figures for 1925 are not available. 


Farm Journal 


tablished in 1877. Its publisher 
since 1935 has been Graham Pat- | 
terson, who is also chairman of the | 
board of Farm Journal Inc. In 1939 
it absorbed Farmer’s Wife, pub-| 
lished in St. Paul, Minn. The latter 


is still an independent section of | 


‘of Pittsburgh, 


Farm Journal. 

Farm Journal has moved rapid- 
ly as an advertising medium in 
the postwar period. In 1944 it car- 
ried $9,760,783; in 1953, $10,168,- 
147; in 1952, $9,107,271 (and passed 
Better Farming for the first time). 
In 1950 and 1951, Farm Journal 
carried $8,752,109 and $8,353,988 
respectively, both figures hard on 
the heels of Better Farming. 

Ad rates for regional editions 
also will increase proportionately 
as of February. 

To launch the joined magazines, 
Farm Journal Inc. next week will 
take full pages through Lewis & 
Gilman, in newspapers in Chicago, 
New York, Philadelphia, Detroit 
and Cleveland, plus space in the 
Wall Street Journal, business pa- 
pers and some consumer maga- 
zines. 


EAGLE FRESHWATER 

YAKIMA, WasH., June 7—Eagle 
Freshwater, 64, editor and pub- 
lisher of the Columbia Basin News, 
Yakima, died here of cancer May 
31. Mr. Freshwater joined the 
newspaper as general business 
manager in July, 1952, and was 
named editor and publisher in 
February, 1953. 

He began his newspaper career 
as a reporter, first for the Colum- 
bus Dispatch, later for the St. 
Paul Pioneer Press, after he was 
graduated from Ohio Wesleyan. In 
1913 he became publisher of the 
Washington Standard, Olympia, 
and six years later became editor 
of the Cleveland Plain Dealer. 

Subsequently he did public rela- 
tions work, served with the Hearst 
organization and was publisher of 
the Reading Times. He was Chi- 
cago manager of the Western 
Newspaper Union before joining 
the Columbia Basin News. 


JAMES STRATTON WARREN 

BRONXVILLE, N. Y., June 7— 
James Stratton Warren, v.p., secre- 
tary and a member of the board 
of Ahrens Publishing Co., New 
York, died unexpectedly in his 
home here May 28. With the com- 
pany almost 25 years, Mr. Warren 
at the time of his death was edi- 
torial director of all Ahrens pub- 
lications: Hotel Management, Res- 
taurant Equipment Dealer, Hotel 
World-Review, Travel America, 
Frozen Food Age and Restaurant 
Management, of which he also was 
editor. 

Mr. Warren, a past president of 
the Society of Business Magazine 
Editors, was a graduate of Prince- 
ton University. During World War 
I he served overseas with the 
Morgan Harjes Ambulance Unit. 


MRS. CHARLOTTE K. BEATTY 
PrITTsBURGH, June 7—Mrs. Char- 
lotte K. Beatty, 50, media director 
of Batten, Barton, Durstine & Os- 
born here, died unexpectedly in 
Allegheny General Hospital last 
Saturday. Mrs. Beatty, who joined 
BBDO in 1937 as a proof reader 
and assistant to the media direc- 
tor, was named media director in 
1943. A graduate of the University 
she was named 
Woman of the Year by the Pitts- 
burgh Advertising Club in 1954. 


HAL HORNE 


New York, June 9—Hal Horne, 
58, a former v.p. and director of 
advertising and publicity for 
Twentieth Century-Fox Film Corp. 
and for United Artists, died yester- 
day of a heart attack at Beth Israel 
Hospital. Born in Boston and an 
alumnus of Tufts College, Mr. 
Horne entered the moving picture 
industry as a young man. Early in 
his career he was general manager 
of the Far West Theater Circuit, a 
movie chain with headquarters in 
Los Angeles. Later he established 
and headed the Horne Theater 
Circuit. In 1930 he joined United 
Artists as advertising director. In 
1937 he became eastern represent- 
ative for Walt Disney Productions, 
and the following year he was 
made a v.p. and a member of the 
board of governors. He was cred- 
ited with doing much to popularize 
Mickey Mouse. From 1942 to 1945 
he was a v.p. and advertising di- 
rector of Twentieth Century-Fox. 
In recent years he headed his own 
publicity organization. Among his 
clients were Harvard University 
and the Boy Scouts of America. 


WILLIAM P. COLLIS 


New York, June 7—William P. 
Collis, 70, former general manager 
of the Better Business Bureau of 
New York, died June 5 in a hos- 
pital at Fall River, Mass., after a 
long illness. During most of his 
32 years with the bureau he was 
known as “the scourge of the 
white-color collar underworld.” 

A native of Fall River, he served 
for eight years as a postal inspec- 
tor for the New York post office, 
and was acting superintendent of 
mails when he resigned to join the 
bureau as head of its financial di- 
vision. He became assistant general 
manager in 1934, and general man- 
ager in 1948. He retired in 1954. 

Long a leader in the truth-in-ad- 
vertising movement, Mr. Collis 
was especially active against Wall 
St. “bucket shops,” real estate 
swindlers, and merchants who mis- 
represented goods and services in 
advertising. 


EDWIN M. BENEDICT 


SHERMAN OAKS, CAL., June 7— 
Edwin M. Benedict, 49, an account 
executive with Batten, Barton, 
Durstine & Osborn, Los Angeles, 
died unexpectedly of a heart at- 
tack at his home here last Satur- 
day. He had been with the agency 
for the past three years and was 
on the Rexall Drug proprietaries 
account at the time of his death. 
Before joining the agency he was 
an executive with Century Metal- 
craft Co., Los Angeles. 


JAMES FOLLINSBEE 


SAN FRANCISCO, June 7—James 
Patrick Follinsbee, 34, an account 
executive with Harrington-Rich- 
ards division of Fletcher Richards 
Inc., San Francisco, died May 21 
of a heart attack suffered while 
playing cards at a club near Palo 
Alto. A former editor of Coronet 
'Mr. Follinsbee was a native of 
'Edmonton, Alta., and served in the 
Royal Canadian Air Force during 

World War II. 
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Advertising Age, June 13, 1955 


AFA Panelists 
Toss Cold Water 
on Ad College 


Cuicaco, June 8—Seven mem- 
bers of a panel on advertising ed- 
ucation here today unanimously 
agreed to disagree with expon- 
ents of a college of advertising. 

“We all think that advertising 
is being taught all right now,” 
Roger Barton, editor of Advertis- 
ing Agency, reported at the annu- 


AFA Meeting 


al convention of the Advertising 
Federation of America. 

With Mr. Barton on the panel 
were Ira DeJernett, president of 
DeJernett Advertising Agency, 
Dallas; Bea Johnson, chairman of 
Gamma Alpha Chi; Robert Ken- 
yon, publisher of Printers’ Ink; 
Walter Gaw, College of the City 
of New York; C. D. Forrest, Indi- 
ana University, and Ellis H. New- 
some, University of Iowa. Moder- 
ator of the panel was Charles H. 
Sandage, chairman of the division 
of advertising, University of Ili- 
nois. 


® Having agreed that they wanted 
nothing to do with a special col- 
lege, the panelists also agreed that 
special degrees wouldn’t improve 
and might even harm advertising 
education. 

They also agreed that the “old 
hats in the business” needed re- 
fresher courses. And here they 
agreed that a “designation” show- 
ing completion of refresher train- 
ing would be a good thing. 

The only disagreement in the 
group came when Professor For- 
rest suggested that admen are 
to blame for the low status of ad- 
vertising education. 


= “Make the business more at- 
tractive,” he said. Students are 
told there are no opportunities, so 
they don’t enroll, he said. Agencies 
don’t hire recent college gradu- 
ates, or hire them at very small 
salaries, he added. 

Mr. DeJernett came to the de- 
fense of agencies, saying that they 
couldn’t afford, “on 1%,” to hire 
inexperienced people or pay high 
salaries to apprentices. 

On a previous panel, four 
speakers, two. from industry and 
two from colleges, described what 
advertising education is and how 
it can be improved. All four 
speakers also went on _ record 
against the advertising college 
idea. 


e Noel Laird, of the department 
of economics, Franklin & Marshall 
College, Lancaster, Pa., reported 
that although 819 colleges and uni- 
versities now offer at least one 
course in advertising, only 80 of- 
fer adequate preparation. He said 
that the courses range from theo- 
retical to very practical training. 
Advertising majors, he said, get 
about three-quarters liberal arts 
or business education and about 
one-quarter advertising. 


e Royal H. Ray, Florida State 
College, said that of the 55 college 
teachers whom he queried, 51 
stated that they wanted help from 
admen. He said they want speak- 
ers, audio-visual aids, case histo- 
ries, materials used in preparation 
of campaigns, back copies of ad- 
vertising literature and intern- 


for keen imagination and native 
creative ability ...” Mr. Ferguson 
suggested that advertising educa- 
tion could be improved if univer- 
sities would pay more to get teach- 
ers with proven practical exper- 
ience, and would send their stu- 
dents out into the field to get ex- 
perience as part of their training. 


e Les Hafemeister, advertising 
manager, Weyenberg Shoe Mfg. 
Co., Milwaukee, told admen and 
instructors they should get to- 
gether in their own locale. Speak- 


ers, field trips and other loca] 
services can be provided to col- 
leges by local admen, he said, to 
supplement the audio-visua] and 
printed materials made available 
by professional organizations in 
the field. 


Lester Loeb Gets Voo Doo 

Xterminator Products Corp. of 
New Jersey has appointed Lester| 
Loeb Advertising, New York, to! 
handle promotion for Voo Doo, 
home-spray insecticide. Newspa- 
pers will be used. 
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Specialists in SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


ships for students. 


e On the industry side, Gates 
Ferguson, director of advertising) 
and sales promotion, Celotex 
Corp., Chicago, said he would 
“trade a college degree any day 


When the famous “Culinary Arts” 
cookbooks went on sale in several 
selected groups of Nashville food 
stores, the entire advertising program 


for them consisted of a 26-week 


schedule of daytime spots on Channel 
4. “This,” said local advertising men, 


“will be an interesting 


test of the selling 


(--------- 


power of WSM-TV’s 


BOK, daytime program- 
ming.” 
ae RESULTS? 
Successful beyond all 
" F expectations : 317,649 


copies sold. 

For further proof of 

the selling power of 
daytime advertising on Channel 4, 


contact WSM-TV’s Irving Waugh or 


any Petry man. 


WSM-TV 


Clearly Nashille’s #1 Station 
NBC Affiliate 
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: How Agencies Prospected 
: for Florida's Gold 


LAKELAND, Fia., June 7—‘“New business” is a magic term in the 
advertising agency business, and when there is $3,500,000 worth of it, 
it gleams even more than some lesser figure—say $3,250,000. But most 
new business negotiations—in which agency men are bent on selling 
themselves rather than their client’s goods or services—are conducted 
out of range of the public and the news photographer. 

Not so with the presentations which were made here last week at 
the behest of the Florida Citrus Commission. Its $3,500,000 account 
until five years ago had been serviced by Benton & Bowles. Then it 
had moved to J. Walter Thompson Co.; now it was up for grabs. 

At the invitation of the citrus promotion body, B&B, JWT and 
three other agencies—Dancer-Fitzgerald-Sample, Cunningham & 
Walsh and Grant Advertising—took turns in showing and telling 
commission members what they believed they could do to glorify the 
Florida orange (AA, June 6). 

Present at the hearings, in addition to ApverTISING AGE’s reporter, 
was Dan Sanborn, Sanborn Photo Service, Lakeland. With his trusty 
Speed Graphic he recorded high spots of the dramatic two days in 
which the account changed hands, returning to the account roster of 

B&B. 


ALL SmiLES—In picture at right, 
above, A. W. Hobler, Benton & 
Bowles (center), smiles as he is 
congratulated by the Florida 
Citrus Commission’s Paul Pat- 
terson (left). With them, un- 
ruffled by defeat, is Don Fran- 
cisco, J. Walter Thompson Co. 


ee. See 


ALL SERIOUSNESS—The adjacent 
picture shows half of the 12- 
man citrus commission—sitting 
in the first two rows—listening 
with rapt attention. In the pic- 
ture at right, the chairman of 
the citrus growers committee 
rises to report a “verdict” of 56 
points for Benton & Bowles, 44 
points for JWT. 
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7 
WINNING PITCH—Benton & Bowles sold hard to win the commission’s “thumbs up” ture below, left, shows six members of the B&B team (from left): Dave Kepner, 
verdict. At top, left, Otto Prochazka “builds” ads to show the agency’s thinking. (Ad Benjamin Pollett, Charles Faldi, Gordon Webber, Al Whittaker and Russell O’Brien. 
at extreme right is by JWT.) Top right, Dave Crane outlines spot tv campaign. Pic- At bottom right, Robert E. Lusk, president of B&B, talks to the citrus men. 
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GRANT ADVERTISING—Will Grant displays reason (left) and passion in his presentation Florida operations. In picture at right Howard Jones, exec. v.p., presents some specific 
to the citrus men. With him in the center picture is John Dey, v.p. in charge of Grant’s broadcast proposals. 


CUNNINGHAM & WALSH—John P. Cunningham headed the delegation from C&W. Flank- man for the agency. At center, his eyes closed, Mr. Cunningham weighs the words of 
ing him in the picture at left are Russell K. Jones (left) and John Sheehan, radio-tv William Mulvey, account man, At right, Mr. Cunningham renews his pitch. 


} DANCER-FITZGERALD-SAMPLE—Vic Pietrowski, D-F-S merchandising man, displays point (second from right), research man for the agency, making a point. At far right is 
| of sale placards in picture at left. Cliff Fitzgerald, who led the D-F-S contingent, Bill Huse, account man. The pair at left are citrus commission members J. J. Parrish 
. speaks to the commission members. The picture at right shows Dr. Lyndon Brown and Alfred A. McKethan. 


J. WALTER THOMPSON CO.—JWT group, listening to O’Neill Ryan, v.p., in picture at left, on Florida citrus, is shown conferring with Frank Chase, a member of the citrus com- 
includes Albert Cameron, Dr. Arno Johnson, Wallace Elton, John Drukker, Pete Geis- mission. Robert Urban shows in-store mobiles. At right, Robert Wooten, commission 
ler, Bon Urban and Arthur Porter. Don Francisco (right), JWT’s account supervisor chairman (center), talks consolingly with Messrs. Ryan (right) and Francisco. 
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L&M Takes Filter 
Lead from Viceroy 
in N. Y. Area: Pulse 


(Continued from Page 3) 
a 10.4% against 10.3% for Chester- 
field, 
Figures for all popular brand 
cigarets are as follows: 


BRAND OF CIGARETS SMOKED BY MEN 
(figures expressed as a per cent of all 
men_ interviewed) 


May May Dec. 

1953 1954 1954 
Chesterfield 21.3 19.2 19.1 
Camel 11.3 13.2 9.6 
Lucky Strike 8.5 8.6 8.3 
Pall Mall 8.6 8.6 8.2 
Philip Morris 7.8 5.1 6.4 
L&M (a) 11 3.4 
Old Gold 2.4 2.1 2.9 
Raleigh 2.0 1.6 2.8 
Viceroy 0.6 2.5 2.2 
Winston (a) 0.9 1.8 
Herbert Tareyton 1.3 2.0 1.3 
Parliament 1.9 1.0 1.3 
Kent 0.3 1.0 0.8 
Kool 0.6 0.6 0.2 
Misc. Brands 1.7 1.5 1.0 


(a) Not available in the New York market. 


BRAND OF CIGARETS SMOKED BY WOMEN 
(figures expressed as a per cent of all 
women interviewed) 


May May Dec. 

1953 1954 1954 
Pall Mall 11.9 10.5 10.4 
Chesterfield 16.2 13.0 10.3 
Viceroy 1.1 5.9 5.7 
Camel 3.9 3.6 3.3 
L&M (a) 0.8 3.3 
Philip Morris 6.8 3.2 3.2 
Raleigh 1.6 1.8 2.8 
Herbert Tareyton 2.1 2.1 2.1 
Lucky Strike 3.7 2.8 19 
Old Gold 1.4 1.3 1.7 
Winston (a) 0.7 1.7 
Parliament 1.2 1.7 1.6 
Kent 0.4 1.5 1.1 
Kool 1.2 0.9 0.9 
Misc. Brands 3.6 0.9 1.3 


(a) Not available in the New York market. 


‘Navy Log’ Is Sold Out 
to Sheaffer and Maytag 
CBS-TV’s new documentary, 
“Navy Log,” will be sponsored on 
alternate weeks by Sheaffer Pen 
Co. and Maytag Co. The half 
hour show will be seen Tuesdays 
at 8 p.m., EST, starting in Septem- 
ber. Time for Sheaffer was bought 
through Russel M. Seeds Co. Mc- 
Cann-Erickson handles Maytag. 
Based on peacetime as well as 
wartime incidents in the U. S. 
Navy, this show originally was to 
have been syndicated by CBS Tel- 
evision Film Sales, but Columbia 
decided to sell it on a network 
basis instead. 


F&S&ER Elects 8 V.P.s: 
Appoints Willson Tuttle 

Fuller & Smith & Ross has elect- 
ed eight v.p.s. In the agency’s 
New York office Julian M. Archer, 
Harold D. Bates and Ted Gutelius 
are new v.p.s; in Cleveland are 
Jules W. Beuret Jr., William G. 
Chalkley, Sanford B. Ketchum and 
John S. Manuel, and in Chicago, 
Harold O. Hayes. In New York 
Ralph Nicholson was elected to 
the board of directors to fill a 
vacancy. 


Hair Magic to Kastor, Farrell 

Bymart-Tintair Inc., New York, 
has appointed Kastor, Farrell, 
Chesley & Clifford, New York, as 
its advertising agency for Hair 
Magic Shampoo Hair Coloring. 
Lambert & Feasley is the previous 
agency. KFC&C already handles 
Bymart-Tintair’s hair coloring, 
Lanair Creme-Color dress and 
Lightening Change. 


Tests New Make-A-Shakes 
Beatrice Foods Co., Chicago, has 
introduced a new product, Mead- 
ow Gold Make-A-Shake, and is 
test marketing it in Grand Rapids, 
Mich. The product, chocolate- 
flavored ingredients which are 


| added to milk to make milk 
| shakes, costs 10¢ a package. News- 
| paper ads, through Mason Warner 
Co., Chicago, are being used to 
promote Make-A-Shake. 


Three Companies Join ANA 

The Assn. of National Advertis- 
ers has added three new members: 
Courtaulds (Alabama) Inc., New 
York; Northern Paper Mills divi- 
sion of Marathon Corp., Green Bay, 
Wis., and Trailmobile Inc., Cin- 
cinnati, 


Settlement Depends 
on Consent Decree, 


Brownell] Insists 


(Continued from Page 2) 
and accurate. 

The text of his statement fol- 
lows: 

“The statement made by Con- 
gressman Celler has come to my at- 
tention. The antitrust division has 
no intention of settling any pending 


cases without the entry of a con- 
sent decree. There could be no ef- 
fective enforcement of any agree- 
ment unless it is made a matter of 
record by entry of a consent de- 
cree. 


= “As I stated at South Bend Sun- 
day with reference to the publish- 
ers’ association case, the govern- 
ment is always willing to listen to 
defendants who maintain the gov- 
ernment does not have the true 
facts and hence the suit should not 
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have been instituted. If that be 
demonstrated, the suit should be 
dismissed by the government. As in 
any case, we are willing to re-ex- 
amine the facts, but if the alleged 
facts are proved there can be no 
settlement of this litigation with- 
out that settlement being embodied 
in a consent decree. I might add 
that we are confident that the 
statement of facts alleged by the 
government in this case is complete 
and accurate.” 


ur. Richard Pack 
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Geranium Advertiser 
Files Appeal Against 
5-Year Fraud Verdict 


(Continued from Page 2) 
when it received complaints from 
subscribers. 

Postal inspectors in Los Angeles 
also began looking into Mr. Kraft’s 
affairs. 

Since he had done no advertising 


case was transferred to the U. S. 
district attorney in St. Paul. Thur- 
man W. Sallade, national advertis- 
ing manager of the St. Paul papers, 
turned over his voluminous records 
of the case to authorities. And 
plenty of  subscriber-witnesses 
were available. 


# Since it was necessary for the 
government to prove that the fraud 


scheme was nationwide in scope, it 
called representatives of newspa- 


in California, jurisdiction over the|pers from various parts of the 


country. Those called to testify 
were: 

Mr. Sallade; William Sykes, 
Atlanta Constitution; Clair C. Cal- 
lihan, St. Louis Globe-Democrat; 
Charles Graves, New York Herald- 
Tribune; George E. Mathison, Mil- 
waukee Sentinel; H. Newell Hoff- 
ner, Toledo Blade; William Cord- 
ingley and Don Barrus, Minnea- 
polis Star and Tribune. 

The Star and Tribune papers 
had run only the first Seminole 
Gardens ad “by mistake” and had 


kept money he sent for future in- 
sertions to make refunds to cus- 
tomers who complained to the 
newspapers, according to John 
Moffett, advertising director. 

The government proved that at 
the time Mr. Kraft ran the ads he 
did not have an inventory of plants 
on hand to sell. It also showed that 
by May 25, 1954, he had received 
orders in excess of 30,000 or 40,000, 
many for more than $1, and that he 
did not ship any plants until May 
|28. His total shipments, according 
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WESTINGHOUSE BROADCASTING COMPANY, INC. 


On June 15, the Chanin Building, 122 East 42nd Street, New 
York City, becomes the new headquarters for the fastest moving 
outfit in the business—-Westinghouse Broadcasting Company. 
Now the sales, promotion, programming, engineering, auditing, 
and general service staffs of the biggest independent group 
of stations in the country will coordinate their activities under 
one roof to serve you even better and faster than before. Joe 
Baudino will continue as VP in charge of our Washington office. 
Midwest Sales Manager George Tons will remain in Chicago. 

Our new telephone number is MUrray Hill 7-0808. Call 
National Sales Manager Eldon Campbell to put one of the top 


teams in broadcasting to work for you. 


NO SELLING CAMPAIGN IS COMPLETE WITHOUT 


THE WBC STATIONS 


WBZ +WBZA:- WBZ-TV, Boston; KYW + wPeTz, Philadelphia; 


KDKA + KDKA-TV, Pittsburgh; wowo, Fort Wayne; 
KeEx, Portland; KPIx, San Francisco 


KPIX represented by THE Karz Acency, INC. 


All other WBC stations represented by Free & Peters, INC. 
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to testimony, amounted to only 
about 6,500 orders. 

He also, according to the prose- 
cution, made only “token” refunds 
after postal inspectors entered the 
case. 


Match Book Contest Opens 


The third annual match book 
advertising awards competition 
will place emphasis on the practi- 
cal selling effect of the medium, 
according to the Match Industry 
Information Bureau, New York, 
sponsor of the contest, Entry 
forms, due by Sept. 1, may be ob- 
tained from the bureau at 500 
Fifth Ave. Costliness or quantity 
of match books distributed will 
not be a factor in the judging. 
Plaques will be awarded in each 
of 46 industry classifications. 


WHTN.-TV Appoints Petry 


Edward Petry & Co. has been 
named national representative for 
WHTN-TV, Huntington, W. Va. 
This station will begin telecasting 
Sept. 25 as an affiliate of ABC. 
The Class A hour rate is $450. 


Salesense 
in 
Advertising 


381 chapters of 


JIM WOOLF’S 
Advertising Age articles 


One of the most widely-read 
features ever to appear in 
Advertising Age, The National 
Newspaper of Marketing, is 
James D. Woolf's column, 
SALESENSE IN ADVERTISING. 
Many agencies and advertis- 
ers have urged us to make his 
articles available in perma- 
nent book form. Says James 
Webb Young, former AAAA 
president and founder of the 
Advertising Council: “You 
will never find Jim Woolf dull. 
He always has something to 
say which is interesting. And 
he has a gift for saying it pith- 
ily. What is more, he has con- 
victions. And convictions are 
what makes writing vital.” 
Single copy price, $5.95. 
Money-back guarantee. At 
leading book stores, or send 
coupon below. 


NY 


A Ae A 


| ADVERTISING AGE 
200 E. Illinois St. 
| Chicago, Ml. 


Send me a copy of SALESENSE IN 
ADVERTISL at $5.95, including 

stage. If I am not satisfied after 
days examination, I'll return the 
book and owe you nothing. 


0 $5.95 enclosed o Bill me later 


l 
i 
| City State 
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0 Bill my firm later 
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Fearn Names Feigum, Grieg direct the agency’s publications Even Readers with 


Donna Feigum, who joined John | section. Michael Grieg, tv writer, 


W. Fearn Associates, San Francis-| has joined Fearn as an account Premoniti ons Like 
co, in 1954, has been promoted to | executive. 


“Reader's Digest’ Ads 


New York, June 7—The Read- 
er’s Digest today revealed some 
findings of subscriber surveys it 
made before and after it started 
running advertising. 

Last March, and again in May, 
500 subscribers were asked, “Do 
you think advertising in the Read- baa 
er’s Digest will make the magazine : | Sage 
more interesting or less interesting . 
to you, or would it make no differ- 
ence to you one way or the other?” 

The answers went like this: 


anata Before After 
ince seeing RD seeing RD a 
e FOODS There's simply no end to the variety with ads with ads i ee 
f sumer merchandise you can More int i 9% 30% : ‘ ; , 
for @ BEVERAGES . ror “ more effectively be eco- ei 41% 12% ROOM FOR IDEAS—Designed to facilitate interchange of ideas and 
ES a ; 9 eo a se Bessais feo Wad ease of accessibility, the new office of Anderson & Cairns, 130 E. 
© WAX nomically with ‘‘SELF-STICK” Pres- pends (on kin geen Nini 
- and amount) 7% sine 59th St., New York, is said to have been arranged to combine in- 
@ POLISHES sure Sensitive Bands! Beautiful Flex- ‘No difference 43% 58% dividual privacy with agency efficiency in handling its business, 
apenas canes © APPAREL ographic color printing . . . Instant Another group, this one com- including 11 new clients acquired in the past ten months. 
os sealing — no moistening, taping, | posed of 443 subscribers, which 
+ ! tchi inni was not intervi d prior to pub- as : 
TONETRIES stitching, pinning! iaathats ps aibestidng. a Lai ence in Digest advertising and) Digest ads “more interesting.” No 
@ NOVELTIES Write for SAMPLE KIT by a 50 to 15 ratio, to regard ad-| Other magazines’ copy as far as| opinion was expressed by 9%, and 
° TOYS vertising in the Digest as a good|imterest or informativeness are| 4% said the ads were less interest- 
F boxes idea. concerned. Another 30% found! ing than those in other books. 
A mail survey, just completed, 
for : shows subscribers 90% in favor 
SORCHY of advertising in the monthly. $10.00 


They were questioned: “Now that 
you have seen issues of the Digest 
with advertising, do you think the 
Digest made the right decision? 
Would you rather pay 35¢ a copy 


FOR TEN. 
Now get move- SECONDS 
ment on yeur TV 
slides for almost § Send for sample 
the same cost as reel and descrip- 


for the Reader’s Digest without still slides. tive literature. 
ads, or continue with ads in it at 

WRAY 25¢ a copy?” 

ann ae 


wah ARROMROOT 


g& 
2 boxes 


® The replies... 10% said they’d 


. pH LF Pp AC K AG ! N G rather pay 35¢ and have no ads, 


STUDIOS 


j The other 90% prefer 25¢ as the 
id ied ss s~Division of ie price, with a ? 1323 S$. WABASH CHICAGO ILL. 
PHOENIX PRODUCTS CO. In telephone interviews with se me 307 W. 44th ST., NEW YORK 
4711 N. 27th STREET © MILWAUKEE 16, WISCONSIN. 500 subscribers, it was learned esenmepaeacaeuunean 


| that 57% think there is no differ- 
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| [an extra service given to a customer] 


Its not on our invoice, but you get it 
every day when you call 
HA 7-3732 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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Advertising Age, June 13, 1955 


Anti-Trust Suit 
May Be ‘Healthy,’ 
AFA Panel Finds 


(Continued from Page 1) 
ing, Kraft Foods Co.; Edward R. 
Taylor, v.p. in charge of market-| 
ing, Motorola Inc., and Frank J.| 
Cornwell, director of advertising| 
and sales promotion, Monsanto 
Chemical Co. Ray Weber, adver- 
tising manager of Swift & Co., was 
unable to attend, but his remarks 
were read at the session by S, R. 
Bernstein, editor of ADVERTISING 
AGE, who moderated the panel. 

The anti-trust question was: 
“What happens if the government 


wins—will there be any real 
change?” 


By 


_ BRAIN-WAVE—High-intensity concentration is reflect- 


ed all down the line in this panel 


it discusses future changes in advertising during a 
session of the AFA convention. From the left are: 


Mel Brorby, senior v.p., Needham, 


Edward R. Taylor, v.p. in charge of marketing, 
Motorola Inc.; Earle Ludgin, chairman, Earle Lud- 


As part of this, Mr. McLaughlin 


gin & Co.; S. R. 
who moderated the panel; John B. McLaughlin, di-| 
rector of sales and advertising, Kraft Foods Co.;,8nd _ sales 


of top admen as 


Louis & Brorby; 
promotion, 


nomic and social forces,” Dallas 


Bernstein, editor, Advertising Age, 


Fairfax M. Cone, president, Foote, Cone & Belding; 
Frank J. Cornwell, director of advertising and sales 
Monsanto Chemical 

Burnett, president, Leo Burnett Co. 


Co., and Leo 


petitors and work later; who use 


65 


ana). Mr. Nunn was elected an 
AFA director. 

Robert M. Feemster, chairman, 
executive committee, Wall Street 
Journal, succeeded Mr. Donaldson 
as vice-chairman, and William G. 
Werner, director of public and 
legal services, Procter & Gamble, 
was elected treasurer. Elon G. 
Borton, Federation president and 
general manager, was reelected, 
as was Miss Viola Erickson, exec. 
v.p., Better Business Bureau, 
Cleveland, and AFA secretary. 

# Also newly elected to two-year 
directors’ terms were: 

Mel G. Grinspan, advertising 
promotion manager, 
Black & White Stores, Memphis; 
Clair Henderson, general mana- 
_ger, Rippey, Henderson, Kostka & 
| Co., Denver; Roger M. Holt, direc- 
tor of advertising, Munsingwear 
Inc., Minneapolis; Robert MacNeal, 
|president, Curtis Publishing Co., 


e According to Mr. Brorby, there| noted, demands on the “advertising Smythe, research professor in their creative brains to procure| Philadelphia; John L. Briggs, v-p. 


on 


will not. “I’m not worrying at all,” 
he said. “The forces of advertising 
will still move in their same paths. 
Agencies will still have just as 
much of a job to do for their 
clients—and the clients know it.” 


= Mr. Ludgin predicted “great 
confusion for a while,” and said 
that twenty years ago much dam- 
age could have been done by a 
government victory. “But the agen- 
cy structure is now too well 
proved,” he observed. 

From the advertiser’s side, Mr. 
McLaughlin and Mr. Cornwell 
both agreed with Mr. Ludgin that 
any possible confusion “would only 
be temporary,” while Mr. Taylor 
stated that the government “has a 
bear by the tail.” 

A similar opinion was behind 
the views of Messrs. Cone and 
Burnett that the investigation ac- 
companying the suit may be 
“healthy” for the ad business. “It 
may turn out to be a pretty good 
thing,” said Mr. Cone, “because 
perhaps those who’ve wondered 
about the standard 15% may find 
it isn’t so standard after all.” 

On the matter of agency recog- 
nition, he cited one big-city news- 
paper publisher to the effect that 
about 30% of his paper’s advertis- 
ing contracts are placed by “non- 
recognized” agencies right now. 


® On subscription tv, the panel 
was similarly unruffled, though 
Mr. McLaughlin commented that 
toll tv “would stink, from our side, 
because we wouldn’t have as good 
a chance to hold a captive audience 
as now.” Mr. Ludgin recalled—and 
reiterated—a _ prediction of his, 
made a year ago, that pay tv was 
“bound to come.” 

“I simply didn’t think it was 
coming so soon,” he said, and 
added: “But when it comes it may 
very we'l be in connection with 
advertising.” 

One point on which nearly all 
speakers at the convention seemed 
to agree was the importance of the 
consumer. Ford Motor Co.’s Ben 
Donaldson, making his maiden 
speech as AFA board chairman, 
remarked that “today, increased 
consumption is the all-important 
thing,” and Walter R. Barry, v.p. 
of General Mills, went further at 
a luncheon speech Monday with 
the statement that “not production, 
but consumption, is the ruling 
factor in our economy.” 


= At the advertising panel session, 
Mr. Taylor contributed a term for 
the consumer-oriented economy— 
a “necktie economy—one in which 
the consumer can always use at 
least one more of everything.” 
Advertising must create and 


area” are going to be greater than communications, University of Illi- 
ever before, with admen broaden- nois, hinged his forecasts on a vast 
ing their responsibilities, accepting expansion of the leisure market— 
top management posts in their through automation. 

companies, and improving their) 
understanding of marketing, eco- | or depression, “the bulk of Amer- 


He suggested that, barring war, 


sustain this readiness to buy, Mr. 
Taylor added, “keeping customers | 
continually discontented.” And) 
along with most other convention | 
commentators, he put in a plea for, 
more knowledge of the consumer’s 
mysterious ways, through “a 
broadening and intensifying of 
motivation research practices.” 


nomics and the social structure. 


® Three of the advertising panel’s 
agency men—Burnett, Cone and 
Brorby—saw the emphasis on the 
consumer as calling for more 
“believability” and a more “person 
to person” approach in advertising. 

Mr. Burnett saw the current 
wave of interest in motivation re- 
search as hinging upon the need 
for “personal communication” in 
advertising. 

“Such advertising...does not 
pound the reader or viewer over 
the head with claims or proof,” he 
said. “It merely lays the essential 
facts before him as a sensible, sus- 
picious, sensitive and fallible hu- 
man being. Such advertising is the 
product; it is the manufacturer; 
above all, it is believed.” 

Similarly, Mr. Brorby predicted 
that “the language of advertising 
will more and more give way to 
the language of the people”—with 
no “talking down, wild claims, bad 
manners and lack of respect.” 


® Both on the panel and in a sepa- 
rate speech to the Alpha Delta Sig- 
ma ad fraternity, Mr. Cone pointed 
out that advertising “was never 
meant to sell dealers. That is what 
salesmen are for. 

“Originally, advertising was di- 
rect and simple—like want ads to- 
day: largely person to person,” he 
said. He called for a return to 
“warm, human, emotional ideas 
that let the consumer sell himself.” 

Earle Ludgin drew applause at 
the panel session with a complaint 
about the growth of supermarkets 
and chain stores. He noted, first, 
that the chains are vital distribu- 
tion links in launching a new prod- 
uct—and that “it’s getting harder 
and harder to sell them.” 

He also observed that “often 
your biggest outlets are your big- 
gest competitors—just try to com- 
pete with A&P’s 8 o’Clock coffee. 
This is an advertised brand, and 
it’s well advertised.” 


= Mr. Ludgin pointed to the devel- 
opment of this “competitive cus- 
tomer” situation in both the food 
and drug fields, and complained 
that “the situation requires adver- 
tising to run uphill.” 

Surprisingly to some, the adver- 
tising panel had few complaints 
about the mounting costs of dis- 
tribution. In fact, it seemed 


rise. 

“I don’t think they’ll come down, 
and I don’t think they should,” Mr. 
Burnett told the audience, while 


to) 
think that distribution costs should | 


ican industry will be automatic in- 

side the next 20 years,” and that 
automation and nuclear energy 
“may release all of us from work- 
ing as much as we do now.” 


Tomorrow’s media, then, should | 


‘realize that their leisure-laden 
audiences will be, even more than 
'today, what David Riesman called 
‘“adventurers on the frontiers of 
taste,” Mr. Smythe said. And media 
operators will have a growing role 
as “tutors of taste’—in editorial 
matter as well as in advertising 
content, he added. 


® In an analysis of marketing 
trends, William Henry, University 
of Chicago, took note of the fact 
that the middle class market of to- 
day is being joined in mass fashion 
by the new moneyed “proletarian” 
consumer—and that as a result the 
upper middle class is fast running 
out of material goods with which 
to symbolize its station. 

“It is already slightly declasse to 
own a Cadillac,” he declared. “Too 


ing to own them.” 
Mr. Henry added that “consump- 


social virtue, as thrift formerly 
was.” He noted here that consumer 
savings per family in the U. S. are 
now a minus figure—something 
like $250 in debt. 


he At a distribution and retailing 
panel Wednesday, Stephen Masters, 
,head of Masters Inc., New York, 
|created something of a flurry even 
| though he was unable to be pres- 
ent. 

His statement, read to the con- 
vention by John Willem Jr., v.p. 
of J. Walter Thompson, Chicago, 
told the advertising fraternity that 
“I am your own creation—the dis- 
count house operator of 1955. 

“You have made advertising the 
modern pre-sale instrument of low 
'cost mass distribution,” he told the 
‘admen. “You gave the consumers 
faith in the quality of a brand and 
all the selling points they needed. 
|Who needs retail clerks? All one 
has to do is look for the right price, 
and take it home!” 

After giving the admen a “lion’s 
share” in creating almost every 
mass distribution development 
from the mail order house through 
‘the supermarkets to the discount 
|houses, he posed this question: 


= “I wonder whether you realized 


the consequences when you popu- | 


larized the most notorious fiction 
\in the whole history of retail ad- 
vertising, the factory list price? 


many lower class people are com- | 


tion of goods has now become a_ 


Mr. Cornwell noted that “if YOU! nid it occur to you that unrealistic 


‘look at the desire for variety, color pricing only served to stimulate 


and style-changes, you get the idea realistic pricing all the more?” 
that the public is interested in| With that, Mr. Masters’ talk 
more costly distribution itself.” _ launched into a defense of discoutst 

In a glance toward “Tomorrow’s fouses as “an operation by men 
Media,” during a panel on “eCO- who get up earlier than their com- 


and move wanted merchandise at 
lower costs and pass on the result- 
ing economies to an enthusiastic 
public.” 

He also attacked the department 
‘and chain stores for “loss-leader 
practices,” and “inefficient retail- 
ers” in general for fair trade prac- 
tices. 


|@ Lawrence B. Sizer, v.p. and di- 
rector of public relations for Mar- 
‘shall Field & Co., replied that 
“price cutting isn’t new, and nei- 
‘ther is urban decentralization,” 
and said that the established retail 
operation can survive such threats 
“by the simple device of putting 
what it has to sell in the right spot 
at the right time and at the right 
price.” 

He also emphasized that “there’s 
‘more than a price appeal to mer- 
chandising. 
| “There is a Cadillac market, and 
it’s growing in size,” he declared. 


| 


a E. B. Weiss, merchandising con- 
sultant, warned the audience at 
the distribution forum “not to 
_write off downtown.” He declared 
that the downtown retail areas are 
\staging a “positive comeback,” 
/and advised manufacturers that 
“they would be well advised to 
‘fall out of romantic love with the 
| outlying shopping center.” 

Mr. Weiss also predicted that the 
guaranteed annual wage “is def- 
initely coming—and with it, ad- 
vertising will be more and more 
compelled to create year-round 
markets for seasonal items.” 


directors for the 1955-56 year will 
be Ben R. Donaldson, director of 
institutional advertising of Ford 
Motor Co, 

Mr. Donaldson was elected Tues- 
day night to succeed Wesley I. 
Nunn, manager, advertising de- 
partment, Standard Oil Co. (Indi- 


s Chairman of the AFA board of | 


and director of advertising, South- 
land Life Insurance Co., Dallas. 
Reelected for two-year terms 
were: Grant Stone, advertising di- 
rector, Cleveland Press; Ralph 
Winslow, v.p. and director of pub- 
lic relations, Koppers Co., Pitts- 
burgh; J. L. Van Volkenburg, 
president of CBS-TV, New York. 


s Mary E. Busch, v.p., Emery Ad- 
vertising, Baltimore, continued as 
a v.p. of the Federation when she 
was reelected chairman of the 
Council on Women’s Advertising 
Clubs. Bert S. Gittins, Bert S. Git- 
tins Advertising, Milwaukee, was 
elected chairman of the Council on 
Advertising Clubs, and thus be- 
came an AFA v.p. So did Shields 
Johnson, general manager, Times- 
World-News, Roanoke, and Roy 
Baccus, WBAP and WBAP-TV, 
Fort Worth, when they were elect- 
ed vice-chairmen of the men’s 
council. 


Senate Refuses to 
Vote Census Funds 
Clipped by House 


WASHINGTON, June 10—A slow- 
down in the tabulation and publi- 
cation of the new censuses of busi- 
ness and manufactures seemed 
inevitable today after the Senate 
appropriations committee refused 
to restore budget cuts which were 
inflicted by the House. 

The committee restored $500,000 
for a special mid-decade Census 
of Housing, but supported the ac- 
tion of the House in clipping 
$650,000 from the $4,650,000 fund 
requested by President Eisen- 
hower to complete the business 
and manufactures censuses which 
are now being taken. 


® Census officials ordered an im- 
mediate investigation to determine 
where savings can be made. They 
are thinking of a slowdown in 
the tabulation and _ publication 
process to avoid premium-shift 
labor costs and to eliminate some 
tabulations and quality-control 


ry / tests. 


TAKING OVER—With a handshake, 
Ben R. Donaldson, director of in- 
stitutional advertising, Ford Motor 
_Co., takes over from Wesley I. 
Nunn as AFA board chairman. Mr. 
Nunn (left), advertising manager 
of Standard Oil Co. (Indiana), was 
elected a director. 


Efforts are being made to deter- 
'mine how to salvage the substan- 
tial investments which had al- 
ready been made in preparation 
for fast tabulation. One plan now 
being considered proposes a gen- 
eral summary late this year, with 
no further detatls until an un- 
determined later date. The origin- 
al plan, which now seems impos- 
sible of fulfillment, contemplated 
publication of most results late 
this year. 


Forest Assists Pearl & Dean 


Transfilm, New York, has 
loaned its y.p. and creative direc- 
tor, Joe Forest, to Pearl & Dean 
Productions, London, to aggist the 
company in setting up a tv com- 
mercial organization in time for 
the start of commercial television 
in Eng!and in the fall. 
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Sigmund Eisenhower Brightman Hibben Waltz Benson 


DAIRY SOLID—President Eisenhower accepted a 300-lb wheel of 
American cheddar cheese from the nation’s dairy industry as part 
of the celebration of June Dairy Month. Shown with him are 
Arthur W. Sigmund, American Dairy Assn.; M. H. Brightman, Dairy 
Industry Committee; Robert Hibben, International Assn. of Ice 
Cream Manufacturers; Russell L. Waltz, National Milk Producers 
Federation, and Agriculture Secretary Benson. 


Babcock 


Smith Rusk 


STORER GUESTS—Among those on hand for the opening of the travel- 

ing promotion exhibit of the Storer Broadcasting Co. in Miami were 

Dick Roberts, Florida Power & Light Co. v.p.; Miller N. Babcock, 

managing director, WGBS, Miami; McGregor Smith, chairman of 

Florida Power & Light Co., and Parks Rusk, publisher of the Miami 
Beach Sun. 


Gardner 
Baker 


ST. LOUIS WOMEN—Shown here are the newly elected officers of the 
Women’s Advertising Club of St. Louis: Mabel Henry, educational 
director, St. Louis Dairy Co., v.p.; Henrietta Baker, accounts man- 
ager, Research & Institute Advertising, president; Carlotta Wetmore, 
training department, Stix, Baer & Fuller, treasurer, and Joan 
“Gardner, publicity and promotion director, St. Louis Fashion 
Creators, secretary. Miss Gardner also was named St. Louis’ Ad- 
vertising Woman of the Year. 


PHOTO 
REVIEW 


MATCHES—Ronda Barnard of the 
Match Industry Information Bu- 
reau looks over the first entry 
received in this year’s match book 
advertising awards competition. 
Between now and the Sept, 1 
entry deadline, the bureau says it 
will look at some 5,000 different 
match books—equivalent to the 
number piled up next to the entry 
forms. Winners in 46 classifications 
will receive “Joshua” plaques. 


Hjerpe, treasurer; Frank Hogan, president, and Jim Lunke, Ist v.p. 
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Hijerpe Hogan Lunke Collier 


OAKLANDERS—Shown here are the new officers of the Oakland 
Advertising Club, as they are congratulated by Charles W. Collier, 
exec. v. p., Advertising Assn. of the West. The new officers are Irla 


FROTHY COPY—The key words in this Genesee Brewing Co. 24-sheet 

poster are written in the foam atop the glasses of the company’s 

beer. A total of 980 posters will be used in upstate New York and the 

same story will be used by the brewer in its tv, newspaper and point 
of sale advertising. 


CHERRY PIE—Point of sale material 


MEAT MARKETER—Ray Weber (left), advertising manager, Swift & Co., 
presents Horace Heidt, whose NBC telecast is sponsored by the 
Chicago packer, with the first Swift Founder award for outstanding 


will be the principal backing for 
the National Red Cherry Institute’s 
annual “Cherry Pie Time” promo- 


salesmanship. 


tion, scheduled to start Aug. 15. 


TRANS-AMERICA MEETS—Representatives of the Trans- 
America Advertising Agency Network pose in 
Philadelphia at their annual convention, Earle A. 
Buckley, president of the Buckley Organization, 
Philadelphia, was re-elected national director of 
TAAN. His agency was host to executives of agen- 
cies from 17 states. Shown here (clockwise): Mr. 
Buckley; Kim Jepson, Jepson-Murray, Lansing, 
Mich.; Louis Pitluck Jr., San Antonio, Tex.; John 
Hickox, Belden & Hickox, Cleveland; A. P. Phillips, 


a 

Orlando, Fla; Charles Meisner, Milwaukee; Charles 
Rawson, Atlanta; Ira Murray, Jepson-Murray; Lloyd 
Nelson, Nelson-Willis, Minneapolis; Wayne Welch, 
Denver; Irving Stimpson, Frederick E. Baker Asso- 
ciates, Seattle; Wallace Wendt, Great Falls, Mon- 
tana; James Holloway, Phillips-Ramsey, San Fran- 
cisco; M. Glen Miller, Chicago; David Evans, Salt 
Lake City; John Milton, the Buckley Organization; 
Frank Selden, Cleveland, and Darwin Clark, Los 
Angeles. 
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Misses Gardner, Huhta Win AFA Awards; | Advertising Club; second prize, Bonfield Opens Agency That é 
“ger “ — | Advertising oe “ — Worth; £. A. Bonfield has resigned BOOKLETS _Beckon! ae 

Ewald and Hotchkiss Enter Hall of F ame honorable mentions, vertising/ as an account executive with hither appeal that impels, tells— s 


Club of Minneapolis and Women’s 
Adveftising Club of St. Louis. 


® Public Service through Adver- 


sells. Request Fitzjohn book on your 
letterhead. Chicago phone HA 7-9187 


‘That Fell 


George C. McNutt Advertising, 
Oakland, to open an agency under 
his name at 3901 Grand Ave., Oak- 


(Continued from Page 2) 
ceived the $200 second prize, and 
Janet Zucker, 16, a junior at De- 


Group One (clubs with less than 


100 members) —First prize, Adver- ellow 


tising Club of Greater Miami; ; : : , dn, O46 E. Jackson, Chi 
Vilbiss High School, Toledo, who|second prize (tie), Advertising| “sins! Group One— First prize, land. ~- 
won the $100 third prize. Club of Shreveport and Women’s| “4vertising C w. of Birmingham; 

Advertising Club of Providence; second emer ean. Advertis- 
=" The association elected two|honorable mention, Canton Ad-|i28 Club of Toledo; honorable 


mentions, Marion Sales-Ad Club 
and Women’s Advertising Club 
of Des Moines. 

Group two—First prize, Dallas 
Advertising League; second prize, 
Women’s Advertising Club of 
Cleveland; honorable mentions, 
Advertising Club of Boston and 
Advertising Club of the Columbus 
Chamber of Commerce. 


more famous advertising men to 
the Advertising Hall of Fame, 
which is housed in the New York 
Advertising Club. 

Recipients of this year’s awards 
were Henry Theodore Ewald 
(1885-1953), co-founder, presi- 
dent and chairman of Campbell- 
Ewald Co., and George Burton 
Hotchkiss (1884-1953), who in 
1915 developed and headed the 
pioneer department of advertising 
and marketing at New York Uni- 
versity. 

Awards to advertising clubs 
which are AFA members went to 
the following: 


© Public relations for advertising: 


vertising Club. 

Group Two (clubs with more 
than 100 members)—First prize, 
Advertising Club of Des Moines; 
second prize, Advertisers’ Club of 
Cincinnati; honorable mentions, 
Advertising Club of the Colum- 
bus Chamber of Commerce and 
Pittsburgh Advertising Club. 


© Education in Advertising: Group 
One—First prize, Assn. of Adver- 
tising Men & Women of New 
York; second prize, Women’s Ad- 
vertising Club.of Toledo; honor- 
able mentions, Advertising Club 
of Greater Miami and Advertis- 
ing Club of Jacksonville. 

Group Two—First prize, Dayton 


BLANKETED BY — 


The Zl Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY | 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 90,000 
CIRCULATION DAILY 


‘Etude’ Names National Rep 
Sadler & Sangston Associates, 
New York, for the past six years 
eastern representative for Etude, 
has been named national represen- 
tative by the music publication. 
Harry V. Lytle and Alex Webbe 


direct the office in Chicago. 
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people thal any otter magggine. — se othe (Jan.-March, 1955) an any other magazine. 

LIFE is reg every #geek bygmore | L is read every w ead every week by more 

people thaf— any offer mag§zine. = a othe 1. ~ $25,541 228 an any other magazine. 

LIFE is reg everygmeek bgmore is read every w 2. Time 8,315,014 ead every week by more 

people thafany @ier magmmine. | people than any other aertes n any other magazine. 9 Rockefeller Plaza, 
LIFE is reg everf#eek b¥more a is = every be 3. Look 5,504,263 d every week by more New York 20, N. Y. 
people thafany er maf™mine. | people than any othe a n any other magazine. 

LIFE is regi everfmeek by LIFE is read every w 4. Collier's 3,372,786 d every week by more 

people thg@imany magaz people than any other} 5, New Yorker 2,483,509 fn any other magazine. 

LIFE is gd ever moreWaF E is read every w ad every week by more 

people anyfether mage &. we than any other POOP ar airy Orie Nag azITTe | n any other magazine. 

LIFE iggad eyfty week by more is read every week by more|| TPR is read every week by more| LIFE is read every week by more 


Source: 
Publishers’ Information Bureau (gross figures) 
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THE 


/LAND\NG 


STRIY 


as seen by 
JOHN BURGOYNE 


Bread is one of the handiest de- 
vices known to man. It makes a 
handy raft for a poached egg or 
a handful of hash, it can be burned 
to taste for breakfast, it binds to- 
gether sandwich stuffing of un- 
limited choice, it makes a jelly- 
holder for small boys, and could 
even be used for gun wadding in 
an emergency. 


ere. a 


Tomatoes, the rosy hope of 
every amateur gardener, will grow 
on clay that is so derned poor it 
wouldn’t support an inflated bal- 
loon. They make a gaudy display 
to impress the neighbors, and go 
far to suppress the anguish caused 
by less successful crops. The home 
farmer puts ’em up on proud poles; 
the production producer, less in- 
terested in display, lets "em run 
on the straw-covered earth. 


Lately there has come up a new 
variety, with flavor that leaves all 
other entries at the post. The pre- 
scient tomato-packer who devel- 
oped this paragon of the tomato 
family could well make use of the 
Burgoyne organization to check 
results. A test panel in Syracuse, 
Canton, Dayton, Columbus and 
Phoenix, to mention a few of the 
choice Burgoyne Test-Cities, 
would be sure to turn up some 
mighty useful facts and figures. 


a ae 


An entrepreneur of cheese— 
(guy with a limburger foundry, 
if you want to be common) sus- 
pected there might be a market 
for a superior cheese spread put 
up in a big crock for large and 
hungry families. He put together 
a mighty tasty melange of flavors 
in a pound-and-a-half stone jar. 
We tested it for him in Grand 
Rapids, Harrisburg, Cincinnati 
and Omaha and results were ex- 
cellent. We told him, for free, that 
it might have a more limited mar- 
ket than he thought. Truthful to a 
fault, that’s us. 


ae sae 


it is amazing to us, who wore 
bruised knees as a small boy from 
picking strawberries at 24%¢ a 
quart, how much better they taste 
nowadays when we can do our 
picking at the store. One of the 
hottest numbers in our stable of 
winners was the sugared and 
sliced berry which we helped to} 
introduce to the trade when it was 
still an article of unknown salabil- 
ity. Canny guys, the Burgoyne 
bunch; they should be working | 
for you. 


ae 


P&G Cuts Daytime 
Radio Shows on 


CBS and NBC 


(Continued from Page 1) 


old markets become more attrac- 
tive buys, he said. In addition, 
P&G has added several 
shows to its lineup 
months. 


® Except for this note of gloom 
set by the P&G retrenchment, 
which had been rumored for some 


time, things were looking livelier 


for network radio. Several adver- 
time to move into the medium and 


programming venture in years. 
NBC’s highly publicized week- 


stations join the networks and as 


video 
in recent 


NBC is launching its biggest radio | Gildersleeve” 


© be titled “){utual Morning,” 


the program wil] »e launched July | 
1 at 10:30 a.m., EDT. If this 30-| 


minute stanza clicks, two other 
half hours will be added during 
the day. 

Teenagers are the target of 
NBC’s “National Radio Fan Club” 
program. This show is set to start 
June 17 at 8:30 p.m., EDT. Mem- 
bers of fan clubs of all recording 
stars will be invited to join the na- 
tional group. Studio audiences will 
dance to live and recorded music. 
Club members will be entitled to 
special discounts on records; they 
also will get a subscription to a fan 
magazine to be published by the 
| network. 


'@ “Lux Radio Theater” has al- 


tisers are choosing summer as the ready signed off for the summer. 


_Gillette’s boxing bouts, “The Great 
(Three-Plan spon- 
sors) and Chevrolet’s Dinah 
Shore will be taking a hiatus soon. 


end service, “Monitor,” will be|The “Frank Sinatra Show” and 


kicked off Sunday (June 12) with 
an hour simulcast. At mid-week 
more than 70% of the network 
time periods available in this 40 
hour block of special features, 
weather, music, news, sports, etc. 
had been sold. On an annual gross 
basis this means more than $1,400,- 
000 in new business on the books. 


® Latest advertisers to sign for 
participations were Chesebrough 
Mfg. Co. (McCann-Erickson) ; Mor- 
ton Salt Co. (Needham, Louis & 
Brorby), and B. F. Goodrich Tire 
& Rubber Co. (Batten, Barton, 
Durstine & Osborn). Orders on 
hand. cover 853 one-minute spots, 
450 30-second participations and 
375 six-second “billboards.” 

Sponsors already signed for the 
“Monitor” series, which represents 
a complete break with restrictive 
program and sales patterns, include 
Chevrolet, Philip Morris, Gruen, 
Western Union, 
America, Nash Motors and Canter 
Products. 

First competitor to match NBC’s 
bid for quickie announcement ad- 
vertisers is Mutual Broadcasting 
System. This network has been 
trying to sell six-second station 
breaks for a summer saturation 
campaign. 


a new Americana show, which, 
like “Monitor,” will be bits and 
pieces of interesting material edited 
into a single program. This mate- 


Radio Corp. of, 


® Mutual also is putting together | 


“One Man’s Family” will finish 
their run for Toni at the end of 
this month and there is no renewal 
for all yet. 

Sunday afternoon is CBS Radio’s 
best selling time at the moment. 
First came F. W. Woolworth Co. 
making its first appearance as a 
network radio user, with an hour 
program of music and interviews. 

This was followed by an hour 
sale to American Oil Co. (Joseph 
Katz Co.). Called “Rhythm on the 
Road,” this show will start June 12 
at 4 p.m., EDT, with Bob Dixon as 
jhost and Elliot Lawrence furnish- 
‘ing the music. Amoco will mix 
traffic, safety and weather reports 
/with the music and guest spots. 
| 
® Vacation has already started for 
Jack Benny (Lucky Strike) and 
“Amos ’n’ Andy” (CBS-Colum- 
bia). Both sponsors are expected 
back in the fall but they are not 
worried about holding onto their 
time segments. Whitehall Pharma- 
cal is keeping on “Our Miss 
Brooks,” which usually takes a 
vacation leave during the summer. 

Most of the other major evening 
shows on CBS Radio will stay on 
‘sponsored during the summer. 
‘Among them are “Rudy Vallee 
| Music Hall” (Kraft); “Two for the 
Money” (Lorillard); “Talent 
Scouts” (Lipton) and “Amos ’n’ 
Andy Music Hall” and Tennessee 
Ernie, with participating sponsors. 
Gene Autry is expected to take his 
usual four week hiatus from his 


An axiom of show business: 
“Never wise a chump.” We travel 
in sophisticated company, number 
no chumps among our friends and 
customers. We help make wiser 
people already wise in marketing. 
It costs only three cents for a 
sample of Uncle Sam’s best en- 
graving to find out why and how 
we can help you. Look below, un- 


der our loaded market-basket, for 


the address. 
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FIRST MATIONAL BANK BLOG, CINCINNATI 2, Onto 


MAKE YOUR CHOICE 


Towa Dealers FIRST Choice! 


An Iowa hardware wholesaler 
asked his Iowa dealers: “In 
what farm publication do you 
prefer to see advertising for 
merchandise you sell?’’ The 


3.5% chart shows the results. 


1.4% 
Let us help 


Other dealer preference sur- 
veys on request. 


you with a poll of your 


lowa dealers’ preference. 


‘ ee 
NG a | 


/ % eee 


No. 1 Medium in the No. 1 Farm Market in the Nation! 


WALLACES’ FARMER 
and IowA HOMESTEAD 


DANTE M. PIERCE, PUBLISHER 


* DES MOINES, IOWA 


rial will be collected from MBS | 
affiliates throughout the country. | 
cial show 


Wrigley radio chores. 

Only one ABC Radio commer- 
is taking a summer 
leave. Goodyear Tire & Rubber Co. 
is taking a hiatus on “Greatest 
Story Ever Told.” 

Recorded excerpts of the daily 
“Breakfast Club” will be sponsored 
on Saturday mornings by Ball 
Bros. Co. starting June 18. This 25- 
minute weekend newscast will 
continue throughout the summer 
season as will a new five-minute 
daily broadcast for Minute Rice 
which started May 30. This music 
program with the Sunshine Boys 
is Minute Rice’s first use of net- 
work radio in several years. The 
show is heard on about 81 southern 
markets. 


Johnson Heads Reps Group 
William Johnson, Johnson, Kent, 


Gavin & Sinding, has been elected 
president of the New York chap- 
ter of the American Assn. 
Newspaper Representatives. 


| 


of 
The | 


ht a atl lS, Sede Ps Be Bat i: a 
Si Aina 
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following were elected with Mr. 
Johnson: William Metz, Scripps- 
Howard Newspapers, v.p.; Steve 
Hamlyn, Katz Co., secretary, and 
John Rahill, Texas Daily Press 
League, treasurer. 


Two Join Potter-Repak 

Russell B. Stapleton, formerly 
with Fern Advertising and Frank 
Weston Co., has joined Potter-Re- 
pak Advertising, Providence, R. L., 
as radio-tv director. R. Read Shaw, 
previously with Old Colony Adver- 
tising and Weybosset Advertising 
Co., has been named an account 
executive. 


SIMPSON-REILLY, LTD. 
ublishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


ucts 


To reach the 
growing heart 


more and more 
Canadians 

are enjoying 
higher and higher 
incomes 


e More and more Canadians are en- 
joying the luxury of leisure (in all 
kinds of activities). They spend more 
and more money for retail and indus- 
trial products. 


Canadians can now afford more of 
everything—for their businesses and 
their homes. They depend on the 
Canadian Edition of TIME, their first- 
choice magazine, to help them choose 
the products they want... the prod- 


they need. 


of the 
Canadian market 
... 164,000 
best-customer 
families. 
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Pay-TV Contenders Exchange Insulis Last Minute News Flashes TV ‘Prestige’ 


Sarnoff Did Too Try to Buy Pay TV: McDonald 


Freely at FCC Comment Deadline 


WASHINGTON, June 


9—Major 


Cuicaco, June 10—The war of words between David Sarnoff, chair- 


| man of RCA, and E. F. McDonald Jr., head of Zenith Radio Corp., 


The CBS brief was largely an | entered the third round yesterday when Mr. McDonald denied there 


contenders freely exchanged in-j|elaboration of the network’s op- | W@S any truth in Mr. Sarnoff’s denial that RCA ever tried to buy con- 
sults today as networks, box-of-| position to box-office tv, previ-| trol of Zenith’s Phonevision. Referring to a U.S. anti-trust suit now 
fice tv enthusiasts and others met/| ously outlined by Mr. Stanton. It| pending against RCA, Mr. McDonald offered to tell “in open court and 


the deadline for comments to the contended that nothing FCC could | Under oath, the full particulars of RCA’s attempts to secure control.” | 


Federal Communications Commis-|do would assure the survival on | (See story on Page 3.) 


sion on proposals for view-fi- 
nanced tv. 

In addition to the active par- 
ticipants—the __ three 
which are sponsoring box-office 
tv plans, and the several networks 
and committees which are oppos- 
ing them—the investigation has 
already attracted thousands of 
letters from the general public 
which have been bound into more 
than 50 thick volumes, and placed 
on display in the commission’s 
public reference room. 


® The active participants now 
have 30 days in which to com- 
ment on each other’s comments. 
After their comments and their 
cross-comments have been anal- 
yzed by the staff—a task which is 
sure to require several months— 
the commission will decide on its 
next move. 

Three possible courses will get 
top consideration. Most likely, the 
commission would schedule a 
public hearing and take extensive 
testimony. On the other hand, it 
could decide that a full hearing 
would be pointless unless sponsors 
of box-office tv first have an op- 
portunity to operate on a limited, 
experimental basis. The third al- 
ternative would be to conclude 
that the commission lacks juris- 
diction, and that the policy issues 
involved are so broad that the 
plans should be referred to Con- 
gress. 


® While the statements received 
today were supposed to be out- 
lines of the views of the individu- 
al participants, some were studded 
with comments on statements that 
had already been made by other 
contenders. 

Zenith, in particular, was trying 
to anticipate CBS. Zenith’s brief 
expressed “concern” over a recent 
speech by Frank Stanton, CBS 
president, who suggested that CBS 
would charge the public for pop- 
ular advertising and _ sustaining 
programs it now controls. 

The Zenith brief argued, “It is 
essential that the commission pro- 
tect the public from being victi- 
mized and subscription television 
from being sabotaged by the type 


of irresponsibility implicit in this 


network position.” 


® Zenith insisted that it wants 
subscription tv confined to pro- 


grams. of box-office caliber. To 


assure that existing commercial 


programs remain free, it suggested 


that FCC prohibit existing tv net- 


works from selling programs, and 
specify that no station may devote 
of its broadcast 


more than 15% 


free tv “of the nation’s most popu- 
lar programming.” 


companies |™ CBS said it is foolish to argue 


that present programs are not 
free. Its brief pointed out “no one 
is required to buy Lucky Strikes 
to watch Jack Benny,” and it 
noted that women and children 
watch sports events sponsored by 
Gillette. 

CBS emphasized the “siphon- 

ing” off effect of even limited 
subscription service. Even if only 
half the present audience were to 
pay 10¢ to see “I Love Lucy,” it 
noted, “the box office would be 
$850,000 compared with the pres- 
ent $85,000.” 
Asserting that network pro- 
gramming could not survive as it 
now exists, it said “as markets are 
absorbed by pay tv, the law of 
diminishing returns for nationally 
sponsored major programs would 
apply. Ultimately, inability to ac- 
quire or hold programs against 
the higher bidding power of pay- 
tv, the blackout of stations during 
desirable hours, and the loss of 
listener continuity would combine 
to discourage the use of television 
by national advertisers.” 


® Several of the opposition briefs 
challenged the legality of the 
plan. The National Assn. of Ra- 
dio & Television Broadcasters as- 
serted pay tv “would be a breach 
of faith with set owners” com- 
pletely repugnant to the histori- 
cal concept of public ownership of 
air waves. 

Asserting that subscription tv 
could not be classified as “broad- 
casting,” NARTB said the history 
of the Communications Act indi- 
cates “the ever present concern of 
Congress that there be no assess- 
ment laid upon the American pub- 
lic for its radio and television 
broadcast reception.” 


= The committee against pay-as- 
you-see tv, composed of theater 
interests, broadcasters and others, 
said the plan amounts to “seizure” 
of an established medium. Its 167- 
page comment warned that pop- 
ularity will still rule as the yard- 
stick of programming. 

Skiatron and International Tel- 
emeter, which are each sponsoring 
plans for box-office tv, had some 
surprises in their filings. Skiatron 
proposed that pay-tv be confined 
to u.h.f. stations and non-network 
v.h.f. stations. Adoption of this 
idea would protect the programs 
now available on CBS, NBC and 
ABC, it said, while making it pos- 
sible for new stations to come on 
the air with a wider choice of 


Allum Leaves Durstine to Form Own Agency 


New York, June 10—Ralph D. Allum, v.p. of Roy S. Durstine Inc. 
for the past eight years, is resigning to open his own agency here. The 
Ralph Allum Co. will have Charles Weissner, also from the Durstine 
agency, as v._p. Among the new agency’s accounts will be Clark-Cleve- 
land Co., maker of Fasteeth and Thyoquent, and J. C. Penney Co., for 
national advertising. Both accounts currently are with Durstine. 


Jamaica Tourist Board Renames Hoyt, Resumes Ads 


New York, June 10—The recently reorganized Jamaica Tourist 
Board, Kingston, Jamaica, B. W. I., has reappointed Charles W. 
Hoyt Co, to handle advertising in the U.S. E. T. Nettleton, agency 
v.p., will be the account supervisor. Newspaper advertising in the 
U. S. and Canada has been resumed. 


Census Bureau Will Count TV Sets 


WASHINGTON, June 10—The Census Bureau announced today that 
it is conducting a special survey of the number of tv sets in use. 
The first tv census since 1950, it will provide an estimate of the total 
number of sets, as well as estimates of the percentage of homes with 
sets in urban and rural areas, and by size of city. 


BofA Appoints Bragg; Other Late News 


® The Bureau of Advertising, American Newspaper Publishers Assn., 
has appointed Warren E. Bragg to the newly created post of director 
of marketing. This new department will develop market information 
for advertisers. Mr. Bragg has been with the bureau for two years as 
an account supervisor on the sales staff. 


e Ed Kimball, formerly advertising sales manager of Parade, New 
York, has been named y.p. and director of advertising sales, a new 
post. 


e Flexible Tubing Corp., Guilford, Conn., which formerly placed ad- 
vertising direct, has named Wilson, Haight, Welch & Grover, Hart- 
ford, to handle both advertising and public relations, effective July 1. 


e Herman Raucher, formerly with Walt Disney’s New York studios 
as advertising department copy chief, has joined Calkins & Holden, 
New York, as radio-tv copywriter. 


e Victor H. Lindlahr has been appointed publisher of the Journal 
of Lifetime Living. Mr. Lindlahr, an author and broadcast commen- 
tator for the past 14 years, founded the Journal of Living 20 years 
ago. This magazine was recently merged with Lifetime Living. 


ritate set owners. Paramount Pic-| nies awaiting a green light for toll 
tures Inc., which owns Telemeter,| tv operations, argued that pay-as- 
also is hinting that eventually the| you-see television provides . the 
quality of the second transmission | “only means for rescuing many of 
will be improved, so that two pro-| the worth while programs which 
grams of equal quality can be car-| have been lost or may soon be lost 
ried on the same channel. This| to the public on ‘free,’ or spon- 
would, in effect, double the num-| sored, television.” The principal 
ber of program choices available, cases mentioned were major sport- 
or enable stations to serve a free ing events—championship boxing 
and pay audience at the same time.| matches in particular. 

Telemeter further argued that 
= In New York, meanwhile, Jer-| pay tv will broaden the medium’s 
rold Electronics Co., Philadelphia,|economic base to such an extent 
unveiled a gimmick, nicely tailored| that “spectacular” can become de- 
for use by the anti-pay tv forces.|scriptive of the average “rather 
It was described as a low-cost at-| than the best.” 

tachment—usable on any tv set—| The company asserted that the 


PreSells Goods, 


Gilman Explains 


CrROTON-ON-Hupson, N. Y., June 
,10—The Institute for Motivational 
Research today defended its study 
for the Television Bureau of Ad- 
vertising against the criticism of 
the Radio Advertising Bureau. Af- 
ter pointing out the _ institute’s 
character and describing its staff 
of social scientists, Irving Gilman, 
director of special projects, had 
this to say in part: 

“The following thinking gov- 
erned our approach: It is next to 
impossible to measure the effec- 
tiveness of one medium over an- 
other. Most attempts of this sort 
have failed and will fail because 
too many factors interfere between 
the registration of the advertising 
message and the actual purchase. 

“Only mail order advertisers 
possibly have come close to de- 
veloping relative measurements 
for comparing results. What can 
be measured, however, is the sus- 
ceptibility of people to one medium 
as against another. 

“Motivational research also can 
provide an understanding of why 
this happens. If an average con- 
sumer feels that one medium has a 
greater influence upon him than 
another, the mental ‘set’ which 
surrounds this medium is a posi- 
tive one. 


« “The study conducted for TvB 
concerns itself with exactly this 
concept. We did indeed, as Mr. 
Sweeney suggested, test the pres- 
tige of tv as against other media. 
We did not measure, however, the 
social prestige (the snob appeal if 
you wish), but tv’s commercial 
prestige. 

“*Which among the four media 
is considered to be the best sales- 
man by the average consumer?’ is 
the real question we were asking. 
The results reported so far are 
based on a pilot study. The study 
continues.” 

Techniques, he said, were based 
on thinking of Dr. Leon Arons of 
'TvB, the institute staff and Dr. 
|Ernest Dichter’s “experience of 
_two decades.” They employed pro- 
jective testing, with respondents 
sorting merchandise selected a 
few moments before into bins 
marked radio, magazine, newspa- 
pers, tv and “don’t know.” 

“Every tenth shopper was depth 
interviewed,” Mr. Gilman says, 
“to provide a fuller understanding 
as to the reason for the respon- 
dent’s projections. This all took 
place in supermarkets in various 
parts of the country. 


which will unscramble any sub- 
scription tv signal, allowing the 
viewer to see without paying. 
Apparently the device is not 
meant for the market, but is sim- 
ply intended to show the fallibility 
of the scrambling technique. Re- 


portedly, Jerrold will file a brief) 


present tv system is not “free,” 
since “actually the public pays| # “The technique proved to be ex- 
the bulk of the costs of sponsored , tremely sensitive, because no mer- 
tv even though it has only an in- chandise which was not advertised 
direct influence in determining! on tv was sorted into the tv bin. 
what it can view. The advertisers’| “On the other hand, in the case 
contribution is a fraction of the| of newcomers to tv advertising, 


total cost—and is normally re-| such as Del Monte foods, enough 


time to subscription shows. Zenith | S¢rvice for the public. 


said it opposed any proposal to al- 
low paid announcements on pro- 
grams which are financed by the 
viewer. 

Zenith claimed box office cali- 
ber programs meant feature length 
motion pictures, Broadway plays, 
opera and sports events which the 
public pays to see now. It said 
traditional variety shows, quiz 
shows, news broadcasts, give- 
aways, soap operas, horse operas, 
space ranger,’ disc jockeys, simple 
and abbreviated dramatic shows 


® International Telemeter spoke 
of a new development, a so-called 
“marquee,” which is included in 
its system. 

To achieve this, Telemeter says 
it has developed a way to transmit 
two distinct signals on the same 
tv channel. While one of these 
images lacks the quality which 
would make it acceptable for pro- 
gram purposes, Telemeter says it 
could be used as a marquee for the 
pay program transmitted simul- 


with the FCC outlining a new toll|couped from the public through 
tv system in which scrambling is sales of the advertisers products. 
not used. Telemeter also figured that the 

Many opponents contended that | #verage video sponsor now is will- 
pay-tv might be all right, pro-| img to pay only approximately 1%e¢ 
vided it does not get into the reg-| Pe hour per set for his show. Pay 
ular broadcast band. NARTB has|t¥ could afford much more per set 
said it is not against pay-tv as|and would therefore be able to 
such, but does not want to lose|>ring a higher type of entertain- 
any channels now available to ment to the viewing audience, it 
free tv. was suggested. 


CBS mentioned the possibility M 

Ao may : ; ul Handles Rayco Ads 
of “closed circuit” service, using | og : : t of 
telephone lines similar to the | In reporting the appointment o 


‘ : i iates to han- 
service supplied by community | Ruder & Finn Associates to 


and situation comedies now being| taneously on the same channel. 
offered commercially would con- 
tinue to be free. “These programs 
ordinarily have no box office! pay program. After the coin is in- 
value either because the public serted the set would bring in the 
obviously would not pay to see) pay program itself. 

them or because their former box- 
office value has been exhausted,” | velopment is the elimination of the 


it said. | scrambled picture which might ir- 


Until a coin is deposited, sets) 
would receive the blurb for the) 


One feature of Telemeter’s de- 


i i r Rayco Mfg. 
antenna systems in areas where tv die public relations fo y s 


|is not accessible to home sets | Co., Paterson, N. J., AA, in its 
; June 6 issue, stated that Emil 

| Mogul Co., New York, was Rayco’s 
_ former agency. Actually Mogul re- 
‘tains the company’s advertising ac- 
International Telemeter Corp.,| count, and Ruder & Finn merely 
an affiliate of Paramount Pictures| handles the company’s p.r. ac- 


Corp. and one of the major compa-! count. 


| TELEMETER SECONDS 
-MACDONALD’S MOTION 


| predisposition toward tv had been 
| created to cause our respondents 
|to put the merchandise in the tv 
| bin. 
| “In certain areas, notably non- 
‘tv homes, radio showed up first. 
This also applied to newspapers 
and magazines. What actually was 
happening was that after many 
pre-tests, we had ascertained that 
| the consumer would not put mer- 
_chandise into bins without an 
' honest effort of projecting her own 
feelings based on her experience.” 


Halsey Barrett Joins TvB 

Halsey V. Barrett, one of the 
_young pioneers of the tv business, 
has joined the Television Bureau 
of Advertising, New York, as a 
sales executive. Last with Consol- 
/idated Television Sales, Mr. Bar- 
rett formerly was associated with 
| DuMont and CBS-TV. 
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THe Apvertising MARKET PLace | 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


oS 
GENERAL SALES MANAGER. .. Midwest 


radio and television station, NBC-ABC af- 
filiated... VHF. Interested only in top 
executive with successful organizational 
and personal sales experience... $15,000 
to 20,000 and stock options. Write complete 
resume Box 7600, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 


Standard Rate and Data Service will have 
opening June 27 for girl familiar with 
advertising copy traffic details, proofread- 
ing, etc. Similar experience with printer, 
publication, or advertising agency desir- 
able. Permanent position. Ideal working 
conditions in air-conditioned offices, near 
transportation, 5 days, 37% hours, free 
coffee, other benefits. Mr. Rogers, Stand- 
ard Rate & Data Service, 1740 Ridge Ave- 
nue, Evanston, Illinois. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


ADV. COPYWRITER 
Exp. man or woman who can show sam- 
ples of hard-hitting direct-mail adv. cir- 
culars and letters. Good pay, tremendous 
future with a leading mail-order publish- 
er. Know. of type, rough layout helpful. 
State age, educ., exp., sal., etc. 

Box 7601, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


A layout artist, preferably with advertis- 
ing agency background, to act as layout 
man (for feature editorial pages) for two 
or more ABC-ABP publieations located in 
the largest and fastest growing industrial 
city of the Southwest - where it is spring 
most of the winter! If you have had Du- 
senbury training please so indicate. Write 
The Gulf Publishing Company, P. O. Box 
2608, Houston 1, Texas, attention Baker. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


AGRICULTURAL PUBLISHER 
NEEDS EXPERIENCED SALESMAN 
If you've had a few years’ experience in 
selling magazine space and like to travel, 
this position will appeal to you. Located 
in scenic northern Illinois. This company 
is recognized as one of the progressive 
agricultural publishers of this country. 
Write, stating age, previous experience, 
present employment, salary desired. 

Box 7604, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIL. 


Newspaper Advertising Salesman 
Experience preferred. Guaranteed salary, 
incentive and top benefit program. Car 
essential. Write age, experience, refer- 
ences. Lancaster Newspapers, 8 W. King 
St., Lancaster, Pa. one 65251, Mr. 
Slabach. 


ARTIST - live five minutes from work in 
nice friendly village just two hours south 
of Chicago. Ideal place to raise family. 
A real opportunity to get with a RED 
HOT NEW Agency You’ 
Salary up to $5,000 to start. Must be all- 
around artist. Write RECORD ADVERTIS- 
ING AGENCY, Fairbury, Ilinois. 


SALESMEN 
Call on national advertisers, agencies, 
| printers. Prefer background in Point-of- 
|Purchase, packaging or Graphic Arts. 
|Highly successful expanding company, full 
time salesmen wanted New York, Chicago 
and Los Angeles Offices. Salary during 
six-month training period, then salary 
plus bonus. 
Box 7605, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


“BARNARD’S ALERT EMP. SYSTEM 


NATIONWIDE 
BE SURE AT BARNARD’S 
Adv. Art Publ’g. Researc 
WA 2-2306 202 S. State Chicago 
WANTED...an active and aggressive 


PUBLISHER’S REPRESENTATIVE 
in each of several territories. 
A young business magazine in the elec- 
trical and electronic field, already on its 
way toward an outstanding success, now 
ready to appoint several advertising 
salesmen. This is a brand new OPPOR- 
TUNITY you've not heard about before. 
Straight 20%...and for those who can 
really sell... we've got the book they’re 
talking about, plenty of live leads, and a 
promising future. Once you’ve demonstrat- 
ed you’ve got what it takes, we'll dro 
plenty in your lap—but, not until! Spe 


freely. 
Box 7615, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising Space Salesman preferably 
under 30 and single with car. Considerable 
travel in Eastern States required. Vigor- 
ous business paper publishing organization 
has opening for personable, hard-worker. 
$4200 salary plus bonus after 6 months, 
and all expenses. Advertising agency or 
space selling experience preferable but 
not a positive requirement. Excellent 
chance for advancement. Rush all infor- 
mation in first letter. 
Box 7607, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


ALL IS GRIST 
..++.-wWhich comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Il. 


Suburban New York daily has desirable 
openings for energtic, capable men with 
copy and layout experience, in addition to 
selling ability. We offer insurance plan, 
incentive bonus, vacation in addition to 
salary. Write in detail regarding your 
qualifications, giving all pertinent in- 
formation to Box 7581, ADVERTISING 
AGE, 480 Lexington Ave., New York 
iP Se 7 


WANTED - Top flight salesman for top 
flight job, salary open. Outstanding indus- 
trial magazine. Chicago territory. Send 
complete resume for interviews latter part 
of July. Replies confidential and our or- 
ganization knows of this ad. 

Box 7613, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING PLACEMENTS 
BOB LETHBRIDGE 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill.  FI-6-1155 


YOU MUST HAVE THESE QUALIFI 


directors in this area; pleasant, no 


Write today for interview appoin 


Age, 200 E. Illinois St., Chicago 1 


ARTIST—LAYOUT ONLY 


dering ability; commercial art experience; not afraid of hard work. 


THIS LOUISVILLE AGENCY OFFERS: Association with the very best art 


opportunity limited only by your own ability and drive. 


salary requirements. Send no samples. Write Box 412, Advertising 


CATIONS: Good creative and ren- 


n-crowded, air conditioned studios; 


tment. Give complete résumé and 


1, Ul. 


r own 
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advancement. 


480 Lexington Ave. 


Director 
of Merchandising 


Successful N. Y. C. company in a highly competitive 
beverage field wants man to plan and direct its 
product promotion to grocery trade. 


The man selected must have experience comparable 
to soap or grocery product manager. 


Salary commensurate with experience and past earn- 
ings record, which MUST be stated in your resume. 
Liberal benefits included. Large opportunity for 


All negotiations in strictest confidence with special 
arrangements made for men presently employed. 


Box 407, ADVERTISING AGE 


New York 17, N. Y. 


ARE See ee tg FS 


POSITIONS WANTED 
STYMIED PUBLISHER 
Publishing-advertising executive with 17 
years top management background (still 
under 40) seeks challenging future. Has 
national reputation solving profitably 
problems of finance, advertising, circula- 
tion, and administration in medium sized 

macyeine field. ING AGE 
x 7611, ADVERTIS 
480 Lexington Ave., New York 17, N. Y. 


| pe ib qercpmaemem cher or ontmtee 


Advertising Age, June 13, 1955 


ee 


PUBLISHER’S REPRESENTATIVES, 


calling on diverse manufacturers, 
wanted to represent established busi- 
ness service. Every firm you visit for 
our present principals is a prospect 
or this service. Substantial extra in- 
come effortlessly. Generous commis- 
sion. New Products Institute, Irving- 
ton-on-Hudson, New York. 


SALESMAN 

Radio time salesman with good agency 
contacts in New York City. Many years 
experience with large station. Will con- 
sider out of town station with opportunity. 

Box 7614, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
AD MANAGER - 6 yrs. exp. with top 
Chicago agency as Jr. Exec. Familiar with 
all phases of adv. & merch. incl. premi- 
ums. Heavy on groc. store products; ap- 
—. Want opp. with major adver- 

r. 

Box 17612, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


AGRICULTURAL AD MAN 


h| 7 Years’ experience. Heavy copy and pro- 


motion in pharmaceuticals, feeds, other 

farm products. Agricultural college grad. 
Box 7609, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Copy-Contact or Adv. Mgr. 
Creative writer strong on ideas, plans, 
marketing, wants challenge with agency 
or company. Eleven years experience with 
well known company and good industrial 
agency. Engineering and marketing col- 
lege background. Age 37. 

Box 17610, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ENERGETIC CHICAGO REP. DESIRES 

publication on commission basis. Techni- 

cal background. Will travel. Get details. 
Box 7608, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Copywriter, now with medium sized New 

York agency, good background in produc- 

tion, traffic, and writing on industrial 

and consumer accounts. Some contact. 
Box 7602, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Idea girl has ideas to sell for nat’l. accts., 
calendar acct., soft drink acct., insurance 
co. & product desired or needed by school 
children. Box 7606. ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALES - SALES PROMOTION 
Experience-6 yrs. Direct space sales-suc- 
cessful record. Assistant to publisher trade 
magazine-all duties. Created ads and pro- 
motional literature. Handled convention 
exhibit sales. B.B.A. Degree-marketing 
major. Industrial engineering training and 
experience. Work in or out of Cleveland. 
Box 7603, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
PRODUCTION and ART DIRECTOR 
Actual working experiences in Agency, 
Art Studio, Engraving House and Pub- 
lishing House. Strong on Layout-Key Art. 
Will relocate anywhere. Wants position 
that will afford opportunities. Age: 37. 
Box 7616, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


STYMIED—7 
WANT a chance to show what you can 
really do? WANT TO spread your wings 
and, at the same time, increase income? 
Contact me in complete confidence. Many 
jobs NOW pilus contacts to locate the right 
job for you. . 


J. STEFFEN 

Executive Counselor 
Cadillac Employment Agency, Inc. 
220 S. State, Chicago 4, WA 2-4800 


Attention 
MILTON GOLDBERG: 
Formerly with Ray McCarthy Or- 
ganization in Advertising Produc- 
tion. Elizabeth died. Please contact 
Mother. 


NEEDED: CREATIVE LAYOUT MAN 
Must have fresh ideas, the ability to put 
them over with clean, crisp technique and 
a working knowledge of smart typography. 
You will work with an aggressive, well- 
established agency close enough to Chicago 
to commute but also a very desirable place 
to live. Tell us about yourself nig 4 in your 
first letter. We will arrange an interview 
at your convenience. 

W. H. Watson Advertising, Inc. 
218 Fox Street Aurora, Illinois 


“Our 44th Year” 


1955 ADV. GRADS. 


Agency and advertising dept. openings are 
available over U.S. A. for the Copywriter, 
Marketing major and Artist, whose ability 
and college training have equipped him for 
advertising as a life work. Opening salary 
range from $3,600 to $5,200 


GLADER CORPORATION 


‘The Agency's Agency’’ 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CEntral 6-5353 Chicago 


BIRCH 
ee 


outstanding placement 
service for Adv. - Art & 


The Midwest's q 


COPY—CONTACT OPENING 


Midwest branch of prominent nation- 
al agency—one of nation's biggest in- 
dustrial accounts—excellent working 
and living conditions—good salary— 
Coenen for growth and advance- 
ment. 

Job calls for mechanical aptitude, 
sound industrial advertising experi- 
ence, own gee plenty of writing (not 
supervision) of good trade paper ads 
and sales literature. 

If this sounds like the important 
move you're looking for, send a care- 
ful résumé that will lead to a person- 
al interview. Address Box 410;. Adver- 
He | Age, 200 E. Illinois St., Chicago 


Executive allied fields. 
Placement i hy Lm ne? only 
2 . DI bd 
WANTED 


RECEPTIONIST, TYPIST 
SWITCHBOARD OPR. 


Here’s an attractive position 
with an attractive (smaller) 
agency just off Mich. Boul. for 
an attractive, qualified girl. 
An opportunity to grow with 
a fast growing agency. Tell us 
about yourself. Write or 
phone: TIM MORROW ADYV., 
ig PA ONTARIO—Delaware 
-7080. 


BUSINESS OPPORTUNITIES 


INTRODUCE YOUR ITEM OR PRODUCT. 
If you have something for the premium, 
gift or advertising specialty and produc- 
tion field, you can have it shown or dem- 
onstrated live before thousands of top ad- 
vertising buyers at the National Advertis- 
ing Industries Exposition and all for only 
$5.00 per thousand buyers. You do not 
have to be there yourself as we furnish 
attendants and lead cards. For details call 
or see Marcus W. Hinson, 19 S. LaSalle 
St., Chicago. 


MISCELLANEOUS 


Family-type cartoons with very short cap- 
tions, or preferably none, wanted imme- 
diately for new medium. Top prices for 
outright purchase. Possible syndication. P. 
O. Box 3526, Merchandise Mart Station, 
Chicago 54. 


Collections for the industry, coast to 
coast—TV, Radio, Film and Media ac- 
counts receivable. No collection—no com- 
missions. Standard Actuarial Warrant 
Co., 220 West 42nd St., New York, N. Y. 


MAIL ORDER LISTS FOR RENT 
100 categories. Expert guidance 
Call WO 6-1764 or 

Box 7585, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


SPAC ODUCER 


AVAILABLE 

One of the most competent space sales- 
men ever to call on us seeking more room 
to grow. Now eastern manager of prosper- 
ous business paper. 15 years diversified 
experience with major agencies, adver- 
tisers and media. Young, intelligent, hard 
worker. Income requirements reasonable. 
Please contact Royal & DeGuzman, inc. 
135 E. 36th St., New York 16, N. Y. 


MATING TIME FOR RARE BIRDS 


ag 4 perched with fine flock but Vy — 4 
to stretch wings if tempted by top flight . 
lenge. neering and ad- 
vertisir rtant electro- 


ment background. Works well on the wing, 
formation or solo. A fast _, —_ ideas 


son; Box 413, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, tl. 


ARE YOU OUR PUBLIC RELATIONS MAN? 


There’s a place in our company for a 
young man (age 30-35) with 5 to 7 years 
experience in writing and pub.ic re.ations 
know-how. We don’t want a newcomer, 
neither are we interested in an old timer. 
Man must have imagination, be ab.e to 
grasp the ‘big picture."’ Good writing 
ability essential pius flare for showman- 
ship and willingness to hit the ball. Person 
selected will head up a small department, 
direct our outside Public Relations Coun- 
sellor and report directly to top manage- 
ment. Not a big job but potentially a big 
one where you can become somebody. Ours 
is a nationally-known company of both 
consumer and commercial products. Sales 
far in excess of the hundred million dollar 
mark. Aggressive, expanding by giant 
strides. Located in New York State (not 
New York City). Write in detail and sell 
us why you are the man for our job. 
Box q VERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


COMPTROLLER 
WANTED 


for Florida’s fastest-growing 
advertising agency 


We need a man experienced in 
agency operation to re-organize and 
supervise our accounting and finan- 
cial operations. This will be a per- 
manent post in an expanding 35- 
person agency doing a 7-figure vol- 
ume. Salary open. Write full details 
—confidential, of course. 


HARRIS & WHITEBROOK, INC. 
924 Lincoln Rd., Miami Beach, Fla. 


We are looking for a 


TOP LEVEL 
ADVERTISING 
SALES EXECUTIVE 


Whose past earnings have 
exceeded $20,000 annually. 


Space, Time or Point of Purchase 
display experience essential. Food 
field background is preferred. 
Please do not waste time unless your 
record proves that you can see major 
national advertisers and their 
agencies. 
LIBERAL DRAWING 
against COMMISSION 
Do not call in person. Please write 
fully about yourself, in confidence, 
of course. 


CINEMA DIORAMA 
400 Madison Ave., New York 17, N. Y. 


PROMOTION OPPORTUNITY IN 
THE SOUTHWEST! 

One of the country’s leading news- 
pers, located in the fast-growing 
uthwest, is looking for a young 

man to take an important place in 
its Advertising Promotion depart- 
ment. This young man has had at 
least a few years experience in news- 
os gd romotion and is now looking 
or a bigger opportunity (and more 
money). He may now be a one-man 
promotion department on a small 
newspaper, or the second, third or 
fourth assistant on a big one. 

To fill this opening, he will have 
to be well-grounded in advertising 
copy and layout, and have some ex- 

rience servicing retail aecounts. 

e considers himself imaginative 
and creative. He gets ideas easily, and 
knows what to do with them. He 
thinks —~ ~Tped and expresses him- 
self clearly. 

If interested, make us a pitch, tell- 
ing briefly your background, educa- 
tion, experience, family situation 
and salary requirements. Enclose a 
photo or snapshot of yourself. No 
need to send samples yet. Write Box 
409, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Tl. 


LET’S GET RICHER FASTER TOGETHER! 


Near million billing young agency with "dream" location, highly creative 
personnel, and growing consumer accounts, is ready to expand. If you 


are a One Man Agency, or an Account Exec., we can combine our talents 
and personnel to make life easier, earlier. 


We have our own building with enough space for 5 million billing and 
there isn't a more attractive or more functional place in Chicago. We 
believe there is a man or men, stymied by present workload or facilities 
who can see the wisdom of combining forces for more efficiency. Write 
us in confidence and let's discuss a mutually satisfactory arrangement. 


Box 411, ADVERTISING AGE, 200 E. Illinois St., Chicago 11, Ill. 


CAN YOU SELL 
TOP MANAGEMENT? 


The OIL DAILY, national news- 


paper of the petroleum industry, 
wants a top-flight advertising 
salesman for Midwest territory. 


Must be intelligent, imaginative, 
fast-moving, able to meet easily 
with management and sales exec- 
utives of suppliers’ companies. 


Should have instinctive grasp of 
prospect’s sales problems. Con- 
ventional trade paper selling 
methods will not apply here, but 
familiarity with territory and 
knowledge of oil production and 
refining would be helpful. 


For right man excellent present 
and terrific future opportunity. 
Write in confidence giving back- 
ground, experience, age, present 
earnings, reasons why you feel 
you are a natural for this unusual 
spot. State when can be available. 


E. F. Thayer, Advertising Direc- 
tor, The OIL DAILY, 616 South 
Michigan Avenue, Chicago 5, Ill. 
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north of Chicago, habitat 50 mile radius. 
strong homing instinct. Nest needs modest 
qeateeting unusual wingspread. Flight log on 
request. ating calls assured personal atten- 
tion. Bird watchers welcome but chickenfeed 
distraction is discouraged during mating sea- 
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Balaban Replies to 
Sarnoff on Pay TV 


(Continued from Page 3) 


riage with tv sets after having been 
legally divorced from theater box 


ity that the motion picture indus- 
try and Paramount in particular 
may influence the tv industry if 
pay television should come into 
being. At the same time, he berates 
us for allegedly refusing to turn 


give it away,” Mr. Balaban said. 
Paramount Pictures is the prin- 
cipal owner of International Tele- 
meter Corp., one of the companies 
which has petitioned the FCC for 
permission to operate toll tv com- 


7i 


Ad Council Names Two Watson Jr., president of Interna- 

John J. McCloy, former U. §./tional Business Machines Corp., 
high commissioner for Germany |have been elected members of the 
and now board chairman of Chase public policy committee of the Ad- 
Manhattan Bank, and Thomas J.'vertising Council. 


over our pictures to television. The | mercially. ' 
offices. inconsistency of this position is Rueria oe : 1 
Mr. Balaban came back with a obvious. Albert Lasker Medical ca... > 


stinging reply in a speech before 
Paramount’s annual stockholders 
meeting here. 

“He [Sarnoff] attempted to de- 
fend the vested interest of the big 
networks in maintaining the pre- 
sent system of so-called ‘free tv.’ 
His concern about the preservation 
of the status quo is thoroughly un- 
derstandable. The ‘free tv’ which 
he champions has brought his com- 
bined companies well over $1 bil- 
lion from royalties on every tv set 
made in this country and from 
sales of goods and services. Ulti- 
mately, it was the public who paid 


“One gets a little weary of these 
pious declarations about the mo- 
tion picture companies in their re- 
lation to television. No one has a 
patent on how to make motion pic- 
tures. Anyone can make a motion 
picture who has the talent and 
money to do so. There is nothing 
to prevent NBC, or any of the oth- 
er networks, from investing in 
quality production motion pictures 
as we do in our business. 

“If they think it is economically 
feasible at this time to make high 
budget pictures for ‘free’ television, 
why doesn’t Gen. Sarnoff lead the 


Awards Go to Three 

Three writers have been named) 
winners of the 1954 Albert Lasker 
medical journalism awards for out- 
standing reporting on medical re- 
search and public health in the 
newspaper and magazine fields. 
They are Alton L. Blakeslee, sci- 
ence editor of the Associated Press; 
John Robert Coughlan, staff writ- 
er for Life, and Milton Silverman, 
freelance wr.ter and science editor 
of the San Francisco Chronicle. 

The awards are given, for the 
sixth year, by the Albert and Mary 
Lasker Foundation and adminis- 


t\:GIVES WIDEST FOOD INDUSTRY COVERAG B 


~~ . 
= Fa . 
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Edited in Spanish by native Latin Amer- 
icans, it’s the only magazine serving 18 major 
Latin American grocery markets. Circulation of 
10,000 includes men who make 71% of all retail 
sales. Covers wholesale grocers, grocery sales agents, 
fixtures and equipment suppliers, hotel, club, and/: ‘ 
large restaurant managers. Good results proved. | ae 


Write today for complete market facts! § 


THE CANTERBURY PRESS 


2001 Calumet, Chicago 16, Ill. 


for it,” the Paramoun i - : . - “ , 
id t, ° ount executive parade? The answer is a very sim-| tered by the Nieman Foundation a maher re pre saeeaee iy er tay ome 
said. . . . — Ss cad a ectrices—Bebides— 
ple one. Sponsors cannot afford to| for Journalism. Winners receive publication Lo Farmacia Moderna—Lo Tiendo—Elaboraciones y Envoses— 


= “There is far less freedom in the 
tv market place because of its pre- 
sent dominance by the giant net- 
works than in any other form of 
entertainment distribution. NBC 
controls the production of shows, 
their distribution, and decides who 
shall be affiliated with its network 
and who shall not. Station affiliates 
are bound to the networks through 
their dependence upon them for 
the only quality programs present- 
ly available. 

“It is a few executives of the 
networks and a handful of spon- 
sors who determine what the pub- 
lic shall see. It is the promotion of 
commercial products on television 
that dictates the kind of programs 
we have on television. It is the sale 
of merchandise rather than the in- 
herent value of the program that 
sets present tv standards,” Mr. 
Balaban continued. 


® “In his attack on us, the chair- 
man of NBC deplores the possibil- 


Fine, Fast, Fairly Priced Photography 


tncorporated 
photographers 
DEARBORN 2-1062 | 
167 N. LASALLE, CHICAGO 2, ILLINOIS 
COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


NEEDED AT ONCE! 


Agency background. Will serve multi-mil- 
lion dollar budget clients. 
RADIO-TV DEPT. BUSINESS MGR. 


nec. 


Contact in confidence 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
Chicago 4 


202 S. State WaAbash 2-5020 


pay for a million dollar or multi- 
million dollar production and then 


$1,000, an engraved scroll and a 


silver statuette. 


publishing since 1934 Radio y Articulos Electricos Catalog File—Bebidas Annvol Directory 


EAGER 
READERS? 


yes, and “live” ones, too! 


SS 


MCC ))))))) DID) 


ae 


All Farmer-Stockman subscribers are “live”, because they are paid in advance 
--none are carried in arrears. None are sold with “gadgets” or premiums. 

Farmer-Stockman readers are “live” in the way they do business, too. They 
are on the alert for new and better ways to farm. And they look to the Farmer- 
Stockman for ideas. 

Mr. R.S.R. of Fletcher, Oklahoma, writes, “This is to say thanks a million for 
Ernest Shiner’s article in the April issue: ‘Plant 1955 Cotton New and Better Way.’ 
This is the type story we need, sound, practical advice with mechanical drawing 
which is clear and simple and easily understood.” 

These eager readers are “live” prospects for you. And you advertise to them 
when they are looking for ideas . . . when they are reading the Farmer-Stockman 
... the Fastest Growing Farm Publication In The Southwest. 


CIRCULATION 
PROMOTION 
MANAGER 
WANTED 


Publishers of 5 International 
Oil and Gas Trade Journals 
totaling over 30,000 ABC need 
right man to fill this important 
direct mail spot. We want a man 
who would like to live in the 
rich Southwest, has the ability 
to work hard and can see the 
opportunities with this young 
publishing team. If you honestly 
mm 6=©6=—s|:sébeliieve you can fill the bill then 
rush a résumé of education, ex- 


ae lll 


the Farmer-Stockman 


ee we we a ee ee 


1 ut-sFarmer-Stockman b. 


(4 18,269 ‘‘live’’ subscriber families in the Southwest ) 


é 
: perience, personal background, 
: recent photograph and salary ee, 
- requirements to... * Oklahoma City, Okichome—Dallas, Texas * Owned and operated by The 
rene Oklahoma Publishing Company: The Daily Oklahoman, Oklahoma City Times, | 
B. A. Sparks, Dept. B - WKY, WKY-TV, WSFA, WSFA-TV © Represented by The Katz Agency, Inc. : 
Box 1589 + Dallas, Texas 
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ATEST BOX SCORE 


N THE BIG THREE 


New Politz study* makes available up-to-the-minute © 
Audience Data on LIFE, LOOK and POST 


LIFE LOOK POST 
EE ous, is Chee we RA 6S ieee > 6 4 Debewh ts scowl 27,750,000 19,500,000 15,900,000 
ee CER Of eee 3 ci. cet 14,150,000 10,000,000 7,900,000 
IP FOR char keedetns 2 « cella’ eee Fi 13,600,000 _ 9,500,000 8,000,000 
Married People ........... tats dds 7 ee i ies ep aeeee 17,100,000 12,350,000 9,950,000 
Male Heads of Households ......... ny OE Pee POE 9,700,000 6,850,000 5,200,000 
a” ee? “Gee ee ee svt die oghes owed ane 6,450,000 5,000,000 4,200,000 
: Readers in Top 40% Socio-Economic Group ..........6..00e00es 14,700,000 9,300,000 9,050,000 
Readers with High School or College Education ...............-. 17,350,000 12,200,000 10,300,000 
Readers in Home-owning Families .......... Shes ove iyo ee 8 17,550,000 12,000,000 10,350,000 
i Readers in Car-owning Families ............+++sseeeeeeeeeees | 22,900,000 16,200,000. 13,100,000 
: Readers in Homes with Air Conditioners ........... ae 2,300,000 1,750,000 1,300,000 
Readers in Homes with Electric Washing Machines ...... dass « eeee* 22,100,000 15,750,000 12,900,000 


And when you apply advertising rates, here’s how 
these magazines rank in Readers per Dollar: 


: LIFE LOOK POST 

: aa eee BE eERTE ESTEE SEEPEEEE ie tee 2nd Ist 3rd 

: CAEP Swab s10n an e's boamuammaeke se 06.6.0 0.09% 0 eee Te 2nd Ist 3rd 3 

: SEE coy s Bo Se sabes paens ert Sten. SEgeeeere 2nd Ist 3rd 

: Married People ............ re F bosecn cas oe ipewaes.s 2nd Ist 3rd 

: GRA PUNRIINOU FUOUOGROUED i 6 n oes cons sda ewe eee cecks esas : 2nd Ist 3rd | 
CRIN StS WSS iE RRR BAN WhS Elen Cec Cereb oedwa oOCKs 2nd Ist 3rd : 
Readers in Top 40% Socio-Economic Group ..........- 6-50 +00 Ist 2nd 3rd : 
Readers with High School or College Education ................. 2nd Ist 3rd : 
Readers in Home-owning Families ..............+5+5 phy evdat ; Ist 2nd 3rd 
Readers in Car-owning Families .............. RPK BA mikes 2nd Ist 3rd 
Readers in Homes with Air Conditioners ...........-.00+e sere 2nd Ist 3rd 
Readers in Homes with Electric Washing Machines ...... Basle 2nd Ist 3rd 


Based on current rates for black-and-white pages 


“A Study of Nine Magazines” contains a wealth of marketing and magazine 
audience data of practical value to every national advertiser. 


The study will soon be issued in book form. To get a copy for your use, call 


your LOOK representative, or write to LOOK, 488 Madison Ave., New York 22, N. Y. © 1955, Cowles Magazines, Inc. 
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